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Favorite interests of new 
Green Giant president, 
veteran of 36 years with 
the company, are combin 
ing planning operations 
through the budgets and 
the development of young 
er men... also is thor 
oughly sold on increased 
efficiency that comes with 
good working facilities 
and conditions. Page 56. 
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McCallum 


Describes how Home Ec 
onomics Department sells 
company products through 
service to the consumer. 
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Anchor® €.T. Caps are available in 20 sizes— 
18 to 120 mm.—lacquered,-coated or decorated, 
Deep rolled thread contacts underside of glass 
thread, exerts even pressure, effecting a uni- 
formly tight, dependable seal. 


.»-l HERE’S AN ANCHOR CAP 
FOR EVERY SEALING PURPOSE 


Fee of Anchor Hocking’s fourteen types of 
metal and molded closures is designed for a 
specific purpose, yet each embodies the same 
qualities that provide dependable seals, low cost ap- 
plication, attractive appearance and ease of removal. 

The outstanding qualities of Anchor Caps are the 
result of practical research and engineering, careful 
selection, testing and control of raw materials, high 
manufacturing standards and thorough quality con- 
trol through laboratory tests and regular inspections. 

If you package or contemplate packaging in 
glass let us recommend and send samples of the 
closures best suited to your particular needs. The 
services of our Package Engineering and Research 
Laboratories are also available to help you solve 


glass packaging problems. 


GLASS CORPORATION 
LANCASTER, OHIO 


a 
ANCHOR tO) CKI Nt The Most Famous Name in Glass 
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Were better | 
in a HEEKIN... 


or CANS are Product Planned. When 

you entrust your product to a Heekin Product 
Planned Can, you will have the best can that any- 
one is capable of producing—each can will be the 
same. The more you think about this, the more, 
we hope, you'll want to talk about it. 


CORN xx cans 


THE HEEKIN CAN CO., Cincinnati 2, Ohio 





no water... 
lower 
shipping 
costs! 


no water... 
more 
uniform 
composition! 
no water... 
reduced 
raw material 
costs! 


there is no water in 


PFIZER CITRIC ACID U.S.P. ANHYDROUS 


@ Because there is no water of crystalliza- uneven acidity in the finished product. 
tion in Pfizer Citric Acid U.S.P. Anhydrous, You can cut raw material costs with Pfizer 
you save the freight costs on 8% pounds for Citric Acid U.S.P. Anhydrous. You save more 
each 100 pounds of Citric Acid U.S.P. Hydrous than %4¢ per pound on an actual acid basis. 
you have been using. If you are not already using Pfizer Citric 
The absence of water in the anhydrous prod- Acid U.S.P. Anhydrous, investigate it today. 
uct brings an even more important benefit... Write for bulletin F-990, a handy pamphlet 
uniform composition. Your basic formula will showing simple calculations for changing over 
remain constant. You need not worry about to this money-saving product. 


Other Pfizer Products for the Bottling Industry: Sodium Benzoate, Tartaric Acid, Caffeine, Vitamins 


CHAS. PFIZER & CO., INC. 


CHEMICAL SALES DIVISION 
630 Flushing Ave., Brooklyn 6, N. Y. 


Branch Offices: Chicago, III.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga. 


Manufacturing Chemists for Over 100 Years 
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Events to Come 


Sept. 11-14. Packaging Machinery 
Manufacturers Institute, 22nd annual 
meeting, Grove Park Inn, Asheville, 
N. C. 


Sept, 13-24. First International In- 
strument Congress & Exposition, 
Commercial Museum & Convention 


Hall, Philadelphia, Pa 


Sept. 16. Central States Frozen 
Foods Assn., Hotel Sheraton, Chicago. 


Sept. 20-22. Mayonnaise & Salad 
Dressing Mfrs. Assn., annual conven- 
tion, Hershey Hotel, Hershey, Pa. 


Oct. 4-7. Produce Prepackaging 
Assn., Inc., third annual conference 
& exposition, Shoreham Hotel, Wash- 
ington, D, C, 


Oct. 21-23. Florida Canners’ Assn., 
23rd annual meeting, Hollywood 


Beach Hotel, Hollywood, Fla. 


Oct. 25-27. Packaging Institute, an- 
nual forum, Hotel Roosevelt, New 
York 


Oct. 27. National Pickle Packers 
Assn., annual meeting, Drake Hotel, 
Chicago 


Nov. 1-2. lowa-Nebraska Canners 
Assn., Inc., 53rd annual meeting, Ft. 
Des Moines Hotel, Des Moines, lowa. 


Nov, 3-5. Assn. of Food Industry 
Sanitarians, 8th annual business meet- 
ing and conference, Statler Hotel, 
Los Angeles. 


Nov. 4. Illinois Canners Assn., an- 
nual meeting, Bismarck Hotel, Chica- 


go 


Nov. 4-5, Ozark Canners Assn., 
fall meeting, Colonial Hotel, Spring- 
fie ld, Mo 


Nov. 7-9. Wisconsin Canners Assn., 
annual meeting, Schroeder Hotel, 


Milwaukee 


Nov. 17-19. Indiana Canners Assn., 
fall convention, French Lick 


Nov. 22-23. Pennsylvania Canners 
Assn., 40th annual convention, Penn 
Harris Hotel, Harrisburg. 


Dec. 2-3. Michigan Canners and 
Freezers Assn., fall meeting, Pantlind 
Hotel, Grand Rapids 


Dec. 2-3. Tri-State Packers’ Assn., 
annual convention, Lord Baltimore 
Hotel, Baltimore, Md 


Dec. 9-10. New York State Canners 
and Freezers Assn., Inc., 69th annual 
convention, Hotel Statler, Buffalo. 


Dec. 16-17. Ohio Canners Assn., 
47th annual convention, Neil House, 
Columbus 
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How Long Has It Been Since 


YOU'VE Talked to Crown? 


The recent consolidation of all of Crown’s 
widespread services, facilities, and 
personnel affords Crown Can buyers 


many desirable benefits. For example: 


V Quality control tighter 
\ Research expanded. 
v Plant-layout service facilities enlarged. 


Vv Closing machine maintenance and equip- 


ment engineering services increased. 
V Technical services stepped up. 
V Interested, personalized service. 
V Increased enthusiasm among all personnel. 
It is very gratifying to report that these advantages 
are apparent to an ever-increasing list of 
famous customers. In the field of frozen fruit juice 


concentrates, for example, it is our privilege to serve 


the outstanding brands shown here. 


lyf CUM 


SEPTEMBER, 


Crown CAN 


DIVISION 


CROWN CORK & SEAL COMPANY, INC. 


PHILADELPHIA + CHICAGO + ORLANDO + NEW YORE 
BALTIMORE + BOSTON «+ ST. LOUIS 





The quality of your 
products is of chief interest 
to the dealer, but how 
you package and display 
them often influences 


his choice. 


H-A Glass packages are 


planned for easy handling 


and unusual shelf display . . . 


efficiency in the store 
as well as on your 


production line. 


Your good products in 
Hazel-Atlas glass containers, 


topped with an H-A selling 


closure, are always the 


winning combination. 
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New engineering features of the 
advanced-design Standard FMC 
High-Pressure Steamer greatly 


reduce time requirements for HIGH-PRESSURE 


loosening certain vegetable and 


fruit skins. Carrots, for example, 
are processed at a capacity of 
5 to 7 tons per hour under 25 


to 30 seconds exposure to 
steam pressure. 


*e*eeeoeee7e2e7ese7#e2ees © 


Built for smooth, continuous 
flow-line operations, the FMC 
Steamer overcomes processing 
bottle-necks, reduces man- 
power formerly required on 
non-automatic lines. Accurately 
controlled heat penetration 
loosens all skins uniformly, 
makes the job of skin elimina- 
tion easy, quick and thorough. 


An increase in yield of 10% 
or more over other methods of 
loosening skins is not uncom- 
mon with the Standard Model 
FMC High-Pressure Steamer, 
shown at right. The Special 
Model, with many new features, 
increases capacity from 25% 
to 50%. Both models provide 
a very low waste factor, and 
steam requirements are excep- 


Cutaway view 
tionally nominal. ean 


shows carrots 
, . i being moved 
ayy’ : ‘ a ae ' through the in- 
* awa’ a ; clined pressure 
In addition to big all-around savings, processors find eS , a chamber by screw 
that the automatic control of heat penetration provides a ee 
complete and uniform loosening of skins without dam- 
age to valuable sub-surface nutritional layers. Such : 7 
vegetables as carrots, beets, potatoes and many others Write for Bulletin which 
(primarily root types), and certain fruits, such as ele eee Pane — 
apples, are carefully, quickly and continuously proc- xe © it cineeen . 
“ ; Pressure Steamer, or call 
essed to insure a premium quality pack. your nearest FMC 
representative for 
complete information. 


FOOD MACHINERY AND CHEMICAL CORPORATION 
Canning Machinery Division 


no omnmcat General Sales Offices: 
weabe nese WESTERN: SAN JOSE , CALIFORNIA EASTERN: HOOPESTON, ILLINOIS 
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POINT 
UP 
i NATURAL 
FLAVO 


= WITH 


GLOB 


CORN SYRUP 


The sparkling clarity and uniform high quality 
of Globe Brand Syrup help make a perfect canning 
syrup—which actually enhances the natural 
flavor of fruits . . . never cloys, never ‘“‘masks”’ true fruit 
flavors. Globe Syrup helps preserve all the fine 
qualities of the wonderful fruits you pack in tins and glass. 
For the canning industry Corn Products Refining 
Company also supplies highest quality dextrose 
and corn starch . . . recommended ingredients 
for various canning formulas. 
We offer quality in volume supply unexcelled in the 
field. Complete technical service is available 
without cost or obligation. If you have a production 
problem why not check with Corn Products. 
We welcome your specific technical inquiries. 


CORN PRODUCTS REFINING COMPANY « 17 Battery Place, New York 4, N. Y. 


10 FOOD PACKER 








FOR NEW TASTE APPEAL 
.»-SALES APPEAL 
IN YOUR FINE FOODS 


c.0.S. SEASONINGS « N.D.G.A. ANTIOXIDANT 


PEACOCK BRAND CERTIFIED FOOD COLOR 





{ 
for 50 years ; 5 Wm. J. Stange Co 
1904 + 1954 Chicago 12, Illinois « Oakland 21, California 


Silent Partners in Famous. Foods Stange-Pemberton, Ltd.) New. Toronto, Ontario 





Another 


HIRST” 


by 
FOOD PACKER 


Typical plant design and equipment needed for frozen and canned 
peas, capacity 50,000 pounds per eight-hour day of the raw product 


What equipment do you need for highest plant efficiency? 


How should your equipment be placed for a streamlined, 
“straight-through” operation? 


Answers to these questions can be found in FOOD PACKER’S 
1954 Annual Buyers’ Guide & Reference Issue. 


« j his is NEW in trade-paper reporting—another “first”? by FOOD PACKER! 


Sample flowsheet (above) shows typical plant design and layout for machinery and 
equipment used for canning or freezing 50,000 pounds of peas in an eight-hour day. 
Also listed opposite this flow sheet in the Buyers’ Guide & Reference Issue is the 
suggested basic equipment for equipping the plant, and the quality control equip- 
ment that can help you produce the HIGHEST QUALITY canned and frozen peas. 


In addition to peas, this Buyers’ Guide special feature includes flowsheets and lists 
of equipment used for packing the following products: canned tomatoes and tomato 
juice; frozen whole kernel sweet corn; canned cream style sweet corn; canned and 


frozen red sour pitted cherries; preserves; fresh-pack pickles; and concentrated citrus 
juices. 


Furthermore, this special section is “coded” with the Buyers’ Guide & Reference 
Issue lists of machinery, equipment, and materials manufacturers so that you, at a 
glance, can get manufacturers’ names and addresses. This special section on Plant 
Layout and Equipment will be valuable to those who want to improve or enlarge their 
plants, add additional processing facilities, or completely equip a new building. 


Flow sheets and accompanying data are prepared by W. A. Gould, Food 
PACKER’S Quality Control Editor, with the cooperation of the industry’s leading 
manufacturers and suppliers. 


FOOD PACKER’S 1954 Buyers’ Guide & Reference Issue will be mailed to sub- 
scribers on October 15. Be sure your advertising plans include this important issue. 
Send your order to— 


Food Packer 


139 N. Clark St., Chicago 2, Ill. 
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French Jenkins F. S. Wyatt 


French Jenkins, an executive of La 
Choy Food Products, Archbold, O., since 
1927 and one of the nation’s best known 
food processors (see FOOD PACKER, 
Man-of-the-month, Nov. 1953), has an- 
nounced his resignation from the La 
Choy company. He will continue his 
residence in Archbold. 


Fred S. Wyatt has been named vice 
president and director of the Produce 
div., Gerber’s Baby Foods, Fremont, 
Mich. Other advancements announced 
by Gerber: Joseph H. Bagley, vice pres- 
ident and general sales manager; and 
Stephen S. Nisbet, vice president and 
director of public relations. 


New Southeastern Division manager of 
Snow Crop Div., Clinton Foods Inc., is 
Alan P. Danforth, with headquarters in 
Atlanta, Ga. William F. Lyons has been 
named assistant to the national retail 
sales manager of Snow Crop 


W. C. Schade has been appointed exec- 
utive vice president and general man- 
ager of the multi-plant operations of 
Ball Brothers Co., Inc., Muncie, Ind. 


Clark Equipment Co., Buchanan, Mich., 
has appointed George Industrial Equip- 
ment Co., Inc., llth Ave. at 50th St., 
as sole distributor of Clark equipment 
in the greater New York area. President 
and owner of the new dealership is 
Richard J. George. Clark has also an- 
nounced the following appointments: 
Charles H. King, vice president, is in 
charge of the Automotive Div.; FE. M. 
Schultheis, vice president, serves as con- 
sultant to the president; and Robert H. 
Davies, vice president, is in charge of 
the Industrial Truck Div 


Food Machinery and Chemical Corp., 
Canning Machinery Div., San _ Jose, 
Calif., has appointed J. E. (Gene) Stand- 
iford and Michael W. Ward territory 
representatives on the division’s eastern 
sales staff, 


A. R. Staley has been appointed vice 
president in charge of customer relations 
for the A. E. Staley Manufacturing Co., 
Decatur, Ill 


Stokely-Van Camp, Inc., Indianapolis, 
has appointed R. B. Jones sales manager 
for the southeastern region. 
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A. P. Danforth W. F. Lyons 


Frank Gimlin has joined the sales staff 
of the J. R. Simplot Co., Caldwell 
Idaho 


I. L. Holtz has been appointed general 
sales manager of the Eastern Div., Na- 
tional Can Corp., Chicago. New sales 
manager of the western district is S. V. 


O'Donnell. 


Chain Belt Co., Milwaukee 1, has an- 
nounced the retirement of William H. 
Brandt after more than 44 years of 
service. Succeeding Brandt as assistant 
secretary is W. E. Schauer. 


Owens-Illinois Glass Co., Toledo, O., has 
begun construction of a new sand plant 
at Ione, Calif 


C. J. Lafferty Jr. 
sales promotion manager of the Cryovac 
Div., Dewey and Almy Chemical Co., 
Cambridge, Mass 


has been appointed 


Continental Can Co., New York, has 
created a new research and development 
department within its Metal Div. (Chi- 
cago), with Allan M. Cameron as gen- 
eral manager. Other new appointments 
Winston H. (“Bakie”) Palmer, assistant 
district manager of the Florida sales 
office, Eastern Metal Div.; and Stan- 
ley M. Bixler, manager of the Harvey, 
La., metal can plant 


Peck Foods, Inc., Westfield, N. Y., has 
purchased McLean Fruit Products, also 
in Westfield. Key personnel of the new 
corporation: Erman A. Peck, president 
Neale W. Peck, secretary and treasurer; 
Eugene M. Felton, plant superintendent 
and Fred Liacano, in charge of plant 
maintenance 


T. G. Singlehurst, senior vice president 
and treasurer of the Bishop Trust Co., 
Honolulu, has been elected to the board 
of directors of the Dole Hawaiian Pine- 
apple Co. 


The resignation of Roger M. Kirk Jr., 
director of marketing for John H. Du- 
lany & Son, Inc., Fruitland, Md., has 


been announced by the company. Du- 


lany also announced the promotion of 
William H. McKenney to sales assistant 
to the president 


York, has 


started construction of a new lithograph 


American Can Co., New 


ing and warehousing building adjacent 
to its Pacific factory in San Francisco 


= 


‘ 


a: Md 
W. C. Schade R. J. George 


Fred D. Powell, Michigan representative 
for Lansing B. Warner, Inc., has been 
transferred from Grand Rapids to Short 
Hills, N. ]., where he will assist M. R. 
Eddy, New York City manager for the 
Kels Hiller of the 


Chicago office will replace Powell as 


Warner organization 


Michigan representative 


Fred H. Bretthauer has been elected 
president of the Indianapolis Control, 
Controllers Institute of America. He is 
controller and secretary ot 


Indianapolis 


assistant 


Stokely-Van Camp, Inc., 


H. P. Cannon & Son, Inc., Bridgeville, 
Del. has received a “certificate of ap 
preciation” from the U. S. Second Army. 
The citation was awarded “for whole- 
hearted support ot and specific coopera 
tion with the Army Reserve Program 

by granting to reservist-employes, in ad 
dition to normal vacation, military leave 
with full pay while engaged in the two 
weeks’ active duty training.” 


A new Midwest Division of the Inter- 
national Salt Co., Ine., Scranton, Pa 
opened officially 18. Ralph C. 
Amos is sales manager of the division, 
and Sven A. Nystrom is district man 
iger of the Chicago district 


August 


Construction of new, ultra-modern lab 
oratories to house its Biochemical Re 
search Dept. was begun recently at 
Midland, Mich., by the Dow Chemical 
Co. Completion is expected within a 


year 


New members of the National Food 
Brokers Assn. are Chaney and Manbeck, 
805 Erieside Ave., Cleveland 14; and 
M. Arkans & Son, 6052 N. Ilth St 

Philadelphia 


Dr. Adam Loos, 74, president of the 
Elkhart Lake (Wis.) Canning Co.. died 
July 28 following a heart attack 


C. F. Elmore, 58, former sales manager 
of the Beverage Div., Brockway Glass 
Ca died July 17 at his home near 
Brockway, Pa., after several years’ ill 
ness 

John William Waterman, 35, of Water- 
man Fruit Products, Ontario Center 
N. Y., died August 13 following a cor 
onary attack 





says HERBERT T. WEBB, 
General Manager, Secretary-Treasurer, 
Red and White Corporation, Chicago, Illinois 


“Today's Mrs. Homemaker wants a choice—in packaging as 
well as in product. We believe that glass-packaged items lend 
variety and sparkle to an otherwise drab and monotonous 
array of merchandise, and it is our suggestion that packers try 
to incorporate this visual appeal with smart appetite-provok- 


ing label design in their packaging. We feel that a package 


which makes visible its contents, and dramatizes the product 
on the label, also makes visibility its main sales tool.” 
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Becar se food products in self-service 
markets are on their own, no words, 
no pictures, no labels spark impulse 
sales as effec tively as seeing the 
product itself, 


FOOD PACKER 
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COnmrainmeRs 


A PACKAGE in today’s super mi irkets plays a big part 
in determining a produc t's sales. The product no longe1 
has the sales help of personal selling by clerks. It must 
sell itself, and the best way to do it is in glass. 


Why? Surveys on the type container housewives pre- 
fer show an outstanding preference for glass because 


it is convenient to use and store... 


is easy to spoon from . . . reseals tightly and easily 


DURAGLAS CONTAINERS 


AN (i) PRODUCI 


SEPTEMBER, 1954 


shows contents... 


Baby foods, for example, one of Mrs. Housewife’s most 
serious purchases, has steadily reflected the trust con- 
sumers place in glass. In 1939, only 13% of baby foods 
were packaged in glass. At the end of 1952, 61% came 
in glass ... completely revolutionizing baby food pack- 
aging in just 13 years! And the total amount of proc- 
essed baby foods quadrupled during this period. 


Duraglas Containers Sell Food By Sight 


Owens-ILLINOIs 


GENERAL OFFICES - TOLEDO 1, OHIO 





se Pav weeem brings canning lines 


X-ray monitor 


“highly increased efficiency ... greater accuracy” 


The Miller Brewing Company, 
Milwaukee, Wis., brewer of Miller High Life, 
has expressed its complete satisfaction with the 

results obtained from G-E Hytafill 


installations on its canning lines 


Tt. eet 


SING Hytafill X-Ray Monitors, Miller is able to obtain highly 

increased efficiency with existing canning equipment. Hyta- 

fills also insure Miller greater accuracy in measuring can fills with 

900 cans per minute the same high standards of quality control as those which were 
with fill assured! previously available. 

Other leading brewers, as well as canners of all types — soft 
drinks, fruit juice concentrates, evaporated milk, etc. — are finding 
G-E Hytafills the answer to improved quality control, faster pro- 
duction and improved customer acceptance. 

Capable of checking up to 900 cans per minute, these low-cost, 
trouble-free Hytafills often eliminate the need for additional can- 
ning lines... help fill product demands during peak seasons. Not 

Hytafill will check both overs limited to cans, Hytafills will successfully monitor almost any type 

and underfill simultaneously. of even-wall container. 

With it you can insure con- : ‘ ; . = 

stant head-space for accurate Get all the facts on Hytafill from the G-E x-ray representative 

cee near you. Or write to X-Ray Department, General Electric Com- 
pany, Milwaukee 1, Wisconsin, for Pub. AG-94, 


Progress 's Our Most Important Product 


GENERAL @@ ELECTRIC 
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Many Stislos ano Sinon 


.»» BUT ALL ANCHORGLASS CONTAINERS 
HAVE THE SAME QUALITIES 


Anchorglass” Plain Round Jars arc 
available in 32 sizes ranging from 2 ounces 
to 1 gallon. They are ideal, economical, 
all-purpose containers for solid and semi- 
solid food products. 


HEY are uniformly strong, tough, dependable 
lightweight glass containers—high in chemical 
durability, accurate in dimensions, capacity and finish, 
They are designed to withstand the knocks of modern 
high speed production lines, handling and transportation, 


Anchorglass containers are the result of practical 
engineered designs, careful selection and control of 
raw materials, uniform distribution of glass, precise 
temperature control in annealing and thorough quality 
control through laboratory tests and regular inspections, 


If you pac kage oO! contemplate pac kaging in glass let 
us send you sample containers with suitable closures 
for your particular needs. The services of our Package 
Engineering and Research Laboratories are also avail- 


able to help you solve glass packaging problems. 


GLASS CORPORATION 
; LANCASTER, OHIO 
* 
The Most Famous Name in Glass 


SEPTEMBER, 
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Washington and You 


Robert Y. Kerr, Washington Editor 


Charles Crawford Retires from FDA; 


George Larrick Named Commissioner 


Price Reports Show Disagreement on Current Trends: 
Food Standards Discussed; Baby Food Market Grows 


Cuar.tes W, Crawrorp, Commission- 
er of Food and Drugs since 1951 and 
a career official in F & D for more 
than 37 years, has asked for and 
received retirement status. When 
Secretary Hobby, of Health, Educa- 
tion, and Welfare, accepted Mr. 
Crawford’s resignation she referred 
to his long career as one of dedica- 
tion to the Food and Drug Adminis 
tration, to the Federal Service, and 
to the people of the United States. 

George P. Larrick, also a career 
official, has succeeded Mr. Crawford 
as commissioner, Mr, Larrick joined 
the F & D as an inspector in 1923, 
has held a number of intermediate 
positions and has been deputy com 
missioner for several years. 

It speaks pretty well for the in- 
dustry as well as for the F & D that 
an agency with police powers, which 
it uses with cheerful alacrity when 
the sign is right, should have so 
popular support among the 
people it guides along the straight 
and narrow way. Sure enough, the 
enterprising burglar never admires 
the interfering constable. But there 
are not many Raffles in the food 
field; and processors know that cus- 
tomer confidence in the food that 
gets to the retail market is the best 
protection for heavy investments in 
processing equipment. 


much 


King-size assignment 


Mr. Larrick, clearly enough, will go 
ahead with the policies that have 
proved useful in earlier years. He'll 
have the same troubles, plus a few 
new ones. Congress in general ap- 
proves the agency’s work and then 
adds new duties. Also the Hill usu- 
ally goes pinchfist when it comes to 
supplying the needed money. There’s 
this perennial business of pesticides. 
According to a recently enacted law, 
new pesticides must now be proven 
safe; and their use must be regulated 
and managed so that dangerous resi- 


dues are not left on the “garden 
sass” that comes into the customer’s 
kitchen. Add the fact that new foods 
and drugs are coming onto the mar- 
ket in huge quantities and that 
some of these things can’t pass the 
safety tests; and it becomes clear 
that genial Mr. Larrick and his 200 
inspectors have a_ king-size assign 
ment. Last year more than 50 lines 
or items or whatever you may want 
to call them showed up on the wrong 
side of the tests and had to be 
forced off the national markets, 

As you know, Food and Drugs is 
operating with a smaller staff. Com- 
pared with 1952, the staff is reduced 
by 11%. This means of course that 
services have been shortened. If a 
choice had to be made, the agency 
at once decided it should continue 
those things that protect the custom- 
ers health and slack up on _ the 
things that protect the customer's 
pocketbook. As the little bug said 
to the big bug, “I’m the lesser of two 
weevils.” 

The agency isn’t wanting to adver- 
tise opportunities to the comparative- 
ly few ’jackers and hoods who hang 
around the food field. However, 
Wallace Janssen, assistant to the’ com- 
missioner, suggests that Aunt Carrie 
would be smart to equip her kitchen 
with some dependable scales, to 
check the weights of certain pack- 
aged foods she buys. One, we sup- 
pose, would be packaged fresh meats. 
She’d find but few underweight 
items; but checking weights in retail 
markets is one of the things the in- 
spectors now have little time to do. 
Another thing Aunt Carrie might 
watch for, like a private eye, is 
dressed and frozen poultry. An occa- 
sional outfit does a post-mortem fat- 
tening-up process on its birds; uses 
water and a_ special hypodermic 
needle, just before the freezing is 
done. Such goings on! As Jimmie 
Durante said it, “Dem’s da conditions 
dat prevail.” Anyway, here and there. 


It seems that a couple of high 
ranking Federal groups don’t agree 
about retail food prices during the 
next few months. The Agricultural 
Department thinks the cost of food 
at retail will decline in the coming 
months and will stay rather well un- 
der the °53 figures. One reason given 
is heavy farm production; although 
this page wonders if the full effect 
of the dry weather got included in 
the estimate. The report of the 
USDA was that the prices received 
by farmers in the latter part of July 
were 13 points below the prices re- 
ceived a year earlier; while prices 
paid by farmers were two _ points 
higher than a year ago. 


House report disagrees 


Early in August the House Agri- 
culture Committee put out a formal 
report about trends in farm prices and 
retail food costs, in which these 
statements appeared: “Thus far al- 
most none of the lower prices re- 
ceived by farmers since 1951 have 
been passed on to consumers in the 
form of lower retail food costs. Fur- 
ther declines in farm prices are 
expected as more livestock and live- 
stock products come to the market 
and price-support levels are lowered. 
Consumers can expect little benefit, 
however, from these lower farm 
prices unless recent tendencies to in- 
crease marketing and processing 
charges are curbed.” Thus the House 
Agriculture Committee. 

The report added that of each 
dollar spent by the American house- 
wife in retail markets for American- 
produced food the farmer gets 44c; 
and of this sum he spends 30c to 
meet the cost of producing his crop. 
So John Farmer and his family have 
14ce of the consumer dollar for their 
work and their investment; while 56c 
goes for processing, transportation 
and marketing charges. 

However, these figures may look 
more ominous to agriculture than they 
actually are. Of course farmers get 
uneasy when what they sell declines 
in price; and some veteran bankers 
get blizzards up and down their 
spines when they recall that several 
painful announced _ their 
approach by means of declining farm 
prices. But, save for the damage 
done by the midsummer dry weather, 
agriculture as an industry isn’t listed 
as being in distress. At least not at 
this writing ... . Your farmer friends 
probably know it anyway; but, if 
they don’t, you can do them a good 
turn by passing over the information 
that drought damage is tax-deduct- 


recessions 


(Continued on page 42) 
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Planning a tie-in? 
Boost it on your cap! 


A tie-in of related items can make plenty of extra 
sales—especially when you broadcast the tie-in 
on your cap. For a shelf of colorful caps repeat- 
ing your message makes the finest kind of point- 
of-sale display. 

Your cap can do other important jobs, too. 
Things like headlining a recipe, offering a pre- 
mium, or spotlighting a special price. And it will 
do them for only pennies per thousand caps. 

Let Armstrong's package designers study your 
needs and suggest a cap design for the job. Just 
pick up the phone and call your nearest Arm- 
strong office or write Armstrong Cork Company, 
Glass and Closure Division, 5209 Cherry Street, 
Lancaster, Pennsylvania, 


TAL CAPS 


Open with a twist / K By. Close with a twist / a sore 
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With thousands of other food and non-food 
items to handle, supermarket operators 
don’t always have time to give high-volume 
canned foods proper attention. So Continental 
has gone to work for them. We’re searching 
the country for better ways of handling, storing 
and selling canned foods. 


Our new Canned Foods Merchandiser will 
bring the grocery trade simple, workable ideas 
every month. We’re supplementing it with a 

complete monthly workbook, mailed direct to the 
operators. We’re going to help sell your canned 
foods where they must be sold—in the stores! 


CONTINENTAL E CAN COMPANY 


EASTERN DIVISION: 100 E. 42nd St., New York 17 
CENTRAL DIVISION: 135 So. La Salle St., Chicago 3 
PACIFIC DIVISION: Russ Building, San Francisco 4 
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FREEZING 


BETWEEN THE LINES 


PICKLE MEN MEET: Looking over merchandising material for pickies 
are (I. to r.) E. S. Guggenheimer, NPPA president, Bloch & Guggen 
heimer; W. E. Dailey Jr., Dailey Pickle & Canning Co.; Chas. Dooley, 
Owens-Illinois Glass Co.; and W. R. Moore, NPPA secretary. Mr. Dooley 
outlined to NPPA members results of extensive survey made by O-I on 


how and why consumers buy and use pickles. 


Year's best news photo of a teetotaler in non-teetotaling pose. This 
photo (made originally by FOOD PACKER), displayed at NPPA’s mid 
year meeting shows Col 
Green Bay Food Co., at a bar in New York City. Holding photo here 
ore James Irwin, H. W. Madison Co 


E. S. Miller of NPPA and Harry L. Conley, 


left), and Col. Miller. Col. Miller 


is managing executive of the NPPA, Oak Park, Ill 


Owens-Illinois’ Dooley Outlines Pickle 
Preferences to NPPA Members 


QUALITY, APPEARANCE AND BRAND are 
the most important factors guiding 
housewives in buying pickles, with 
price running a poor fourth, accord 
ing to results of a consumer survey 
disclosed at the mid-year meeting of 
the National Pickle Packers Associa- 
tion in Chicago, July 16. 

Details of the survey, which was 
made by the Home Makers Guild of 
America for Owens-Illinois Glass 
Company as a contribution to the 
pickle industry, revealed to 
pickle packers in a slide presentation 
by Charles M. Dooley, Manager of 
the Consumer and Market Research 
Division of Owens-Illinois. 

The study, which was on a nation- 
al basis, considered use, buying and 
serving habits, preferences and pack- 
aging. 

Flavor and were the 
leading items which homemakers look 
for most in a pickle, according to Mr. 
Dooley. 


were 


crispness 
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A tribute to the advances made in 


found in the 
“satisfactory” stamp of approval given 


pickle technology is 


by more than nine out of ten house- 
wives when questioned about how 
the quality of pickles compares with 
the quality of other foods. 

The survey seemed to spell almost 
“sudden death” to the old bugaboo 
that it is unwise to serve pickles at 
the same meal with ice cream or 
milk. Nine out of ten mothers, when 
said that 
the combination made no difference. 

More than eight out of ten house- 


questioned on this subject 


wives preferred the glass jar as a 
favorite package for pickles, while 
there seemed little difference in pref 
erence between the small or large jar. 
In fact, 53% liked the small jar while 
the balance favored the large con 
tainer, 

An interesting sidelight on package 
labels on pickle jars is seen in the 
answer which found 81.6% favoring 


a small label, seeming to indicate 
that housewives want to see as much 
as possible of the contents of the 
container, 

Pickles apparently are an All Amet 
ican food since all families serve them 
in their homes, with about six out of 
ten serving them frequently. Consul- 
tants indicated that besides serving 
them on the table at mealtime, they 
also use pickles in preparing various 
cooked dishes in the kitchen. 

Almost 60% of homemakers grind 
other ingredients 

sandwich 


up pickles with 
in preparing their own 
spreads, while 54.9% use the juice 
or brine from sweet pickles in pre 
paring salad dressing. 

Sweet gherkin, or midget 
pickles, lead the list of types of pick 


whole 


les which the consultants usually buy. 
They are followed closely by such 
leaders as kosher dill whole pickles, 
pickles, regular dill 


whole pickles, sweet relish, and sweet 


sweet mixed 


cross-cut pic kles. 


Almost eight out of ten consultants 
transfer pickles to a serving dish in- 
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Teachers and editors try out White Cap Co.'s new key-type opener for 
glass-packed foods in the company’s booth at the American Home 
Economics Association convention in San Francisco recently. John Swift 
(above), of the White Cap Co., illustrates literature used in company’s 
public information program to educate homemakers with the advant 


ages of vacuum sealing of glass-packed foods 


stead of placing the original container 
on the table at mealtime. 

Mr. Dooley’s figures showed that 
children consume the most pickles in 
the home (49.7%), with mothers 
second (40.4%) and fathers, third 
(40.0%). Multiple answers were giv- 
en to this question 

Copies of this survey can be ob 
tained from Owens-Illinois Glass Con 
tainer salesmen or by writing the 
company’s Glass Container branches 


illinois Canning Co. pub- 
lishes anniversary book 


The Illinois Canning Co., 


Hoopes 
ton, Ill, has published an attractive 
brochure in commemoration of the 
company’s 75th anniversary. Titled 
Book,” the brochure 
traces the history and development of 


the “Domesday 


this well-known company from 1878 
through 1953 


Continental Can aims new 
ad series at retailers 


A new merchandising campaign, to 
canned = foods, 


will be introduced to the retail food 


support the sale of 


industry by Continental Can Company 
in September through spread ads that 
will appear in five of the country’s 
leading grocery magazines, it was an 
nounced recently by Peter P. Wojtul, 
vice president in charge of sales 
This initial step in Continental’s 
campaign will be followed by the 
publication of the _ first 
the company’s tabloid newspaper, 
Canned Foods Merchandiser Digest, 


issue of 
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Milwaukee’s mayor F. P. Zeidler (left) “pinch hits’ as paymaster at 
American Can Co.’s Milwaukee plant, and presents a plaque bearing 
the 10 millionth dollar paid in wages and employee benefits at the 
factory since it opened four years ago. Zeidler presents plaque to 
(center) M. C. Drake, Canco’s production mechanic, while looking on 


is M. P. Cortilet, v-p in charge of Canco’s central division. 


which will be distributed monthly, 
beginning Sept. 15, to more than 
100,000 retailers, wholesalers, brok- 
ers and canners. 

Offering practical, merchandising 
help retail grocers move 
more canned goods off their shelves, 
both the tabloid and the trade press 
ads will “kick off” the intensive, na- 
tional campaign. 

“Although good 
campaigns are being sponsored by 
various industry factors, such as the 
National Association, the 
Can Manufacturers Institute, product 
associations and brand-name adver- 


ideas to 


many consume! 


Canners 


tisers, no similarly comprehensive pro- 
gram is aimed at the retailer,” Mr. 
Wojtul said. “Yet, it is at the retail 
level that promotional help is urgent- 
ly needed.” 

Continental’s trade ads will appear 
in the following publications, with a 
total circulation of about 270,000 
Chain Store Age, Food Topics, Pro 
gressive Grocer, Super Market Mer 
chandising and Supermarket News. 

Well illustrated, the ads will have 
a “news” format and will contain in- 
formation about tested, promotional 
ideas compiled from a wide number 
of sources, including merchandising 
specialists from ten regional offices of 
Batten, Barton, Durstine and Osborn. 

The monthly tabloid, Canned 
Foods Merchandiser Digest, will be 
an up-to-the-minute report on the 
latest developments in canned foods 
merchandising. In addition, the Di 
gest will information 
center for consumer 


serve as an 
industry-wide, 
promotion ideas of state and product 


associations and other organizations 
promoting canned foods to consumers. 

Back of the campaign will be a 
continuous program of publicity and 
intensive research, Mr. Wojtul said. 


USDA tomato color 
report published 


“Objective Evaluation of Color of 
Tomatoes for Processing,” a report on 
the 1953 studies to develop a method 
for use in inspection procedure, has 
been published by Agricultural Mar- 
keting Service, U. S. Department of 
Agriculture. Some objectives of this 
study were (1) to test the ability of 
the Hunter color and color-difference 
meter and the Model F Agtron to 
measure small differences in tomato 
color under field conditions; (2) to 
test the feasibility of having an in 
spector score raw tomato juice for 
color with the aid of a Macbeth- 
Munsell disk colorimeter; (3) to test 
a sample device that was designed 
to remove a_ representative sub- 
sample for the color evaluation from 
the sample of tomatoes customarily 
used by the inspector to determine 
grade; (4) to determine the effect on 
juice color of small amounts of ait 
during the extraction 
process; and (5) to test the practi- 


incorporated 


cability of using a standard source 
of illumination for grading purposes. 


“Futurama” theme for ‘55 
show given by CM&SA 


“Futurama—See the Tomorrow of 
Canning Today,” the theme for the 
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48th annual exhibit, Canning Ma- 
chinery & Supplies Assn., has been 
announced by E. N. Funkhouser, 
Dewey & Almy Chemical Co., Asso- 
ciation president. The exhibit will be 
held in connection with the National 
Canners Association convention § in 
Chicago, February 19 to 23, 1955. 
The Conrad Hilton Hotel will house 
the CM&SA exhibit. 

Special events to be held in con- 
junction with the exhibit and NCA 
convention include: 

Annual state association secretaries’ 
dinner at a time and place to be 
announced later. 

Forty-Niners board of directors an- 
nual meeting at 4 p.m., the annual 
meeting at 4:45 p.m., and presenta- 
tion of the second annual 49’er 
service award at 5:15 p.m., Friday, 
Feb. 18, in the Blackstone Hotel’s 
Hubbard Room. 

The CM&SA past presidents’ din- 
ner, Friday, Feb. 19, 7:30 p.m., in 
the English Room at the Blackstone. 

The Old Guard Society’s informal 
cocktail party, Saturday, Feb. 19, 
6:00 p.m., in the French Room at 
the Blackstone. 

The Young Guard party, Monday, 
Feb. 21, 7:30 p.m., in the Terrace 
Garden at the Morrison Hotel. 

CM&SA formal dinner dance, Tues- 
day, Feb. 22, 7:30 p.m., in the main 
ballroom of the Sheraton Hotel. 


Attendance down at N. Y. 
mold count school 


The 17th annual mold count school 
for tomato processing plant techni- 
cians, held at the New York State 
Agricultural Experiment Station, Ge- 
neva, concluded Aug. 6 with 23 per- 
sons completing the course. This is 
the smallest group trained in many 
years and no doubt reflects the 
shrinking tomato industry in the state, 
according to the Station announce- 
ment, 

Howard Smith, National Canners 
Association, Washington, again head- 
ed the instructional staff and was 
assisted by Lucy Witherow and M. R. 
McCallum, also of NCA; Ed Opp, 
American Can Co., and Virgil Troy, 
Continental Can Co. Dr. Carl Peder- 
son of the Food Technology Division 
of the Station handled arrangements. 


Stokely names changes af- 
ter Pictsweet consolidation 


Two separate sales departments 
will be operated by the Frozen Food 
Division of Stokely-Van Camp, Inc. 
This is the first organizational an- 
nouncement since the consolidation 
of Stokely’s Honor Brand division 
with Pictsweet Foods, Inc., effective 
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July 2, 1954, 
Watson, divisic 
eral managet 
Robert C. Hill, general sales man- 
ager of Pictsweet, will continue in 
charge of all Pictsweet sales opera- 
tions. The Stokely Honor Brand sales 
operations will continue to be head 
ed by Warren J. Dills, director of 
sales of Stokely’s Honor Brand Divi- 
sion. Both men will be responsible to 
E. J. Watson as president of the 
combined frozen food division, and 
each will continue his former sales 
organization and personne}. 
Complete individual identity will 
be maintained for both labels in all 
marketing, sales promotion, advertis- 
ing and product pricing activity. The 
prominent position enjoyed by both 
brands in over 100 marketing areas 


announced by E. J. 
president and gen- 


prompted this decision, as announced 
by Watson recently in Mount Ver- 
non, Wash., adding that both labels 
will be continued and competitively 
marketed. 


H. J. HEINZ II, president of H. J. Heinz Co., 
Pittsburgh, strikes a happy pose as he leaves 
New York for a Foreign Operations Adminis 
tration mission to Pakistan, where the group 
he will head will assist in analyzing the 
country’s economic situation and development 
plans. Shortly before departing, Mr. Heinz 
met with President Eisenhower to discuss ways 
of measuring the effectiveness of current U.S 
assistance to Pakistan. 


Pollock urges backing of 
NCA promotion program 


Guy Pollock, secretary of the Iowa 
Nebraska Canners Association, in a 
recent talk Food 
Distributors value to 
the canning industry of the National 
Canners 


before the Iowa 
stressed the 


Association's consumer and 
trade relations program. 

Pollock said, “that 
publicity on canned foods—the great 


“I am sure 
est that has ever happened in the 
canning industry—will create an im 
pulse to buy on the part of the 
consumer from the standpoint of the 
virtues of canned foods.” Advantages 
of canned foods which NCA is em 
phasizing are 


economy, nutrition 


variety, availability, convenience, and 
time-saving. 

Pollock pointed out that 20 years 
ago canned foods occupied the No. 
| position on the distributors’ sales 
programs, and occupied 75% of gro- 
cery shelf display space. Today, how- 
ever, shelf space given canned foods 
is down to 10 to 15% of the total. 
Despite the fact that per capita con- 
sumption of canned foods has risen 
150% in that period, he reminded 
the Iowa distributors of the need to 
keep promoting them. 


Dodge & Olcott presents 
“World of Flavor” 


“A World of Flavor” was the theme 
of the Dodge & Olcott booth during 
the recent Institute of Food Technol- 
convention in Los Angeles. 
Featuring a composite view of the 
company’s over-all flavor operation, 
the booth displayed 11 important 
basic flavors in each of seven dif- 
ferent forms manufactured by D&O 
for specific food product application, 


ogists 


including: essential oils, oleoresins, 
spiceolate and spisoresin flavors, dry 
soluble seasonings, concentrates and 


synthetic compounds. 


Pineapple Growers elect 
The Pineapple Growers Association 
of Hawaii elected the following of- 
ficers at its recent annual meeting: 
President, Elvin Musick, San Fran- 
cisco (re-elected); first vice-presi- 
dent, R. G. Bell, Alexander & 
Baldwin, Ltd., Honolulu; second vice- 
Searby, Hawaiian 
Canneries Co., Kapaa; third vice- 
president, R. C. Turner, California 
Packing Corp., San Francisco; fourth 
Cushing, Hono- 
secretary, C. L. 


president, R. E 


vice president R. L 
lulu (re-elected) ; 

Queen, San Francisco (re-elected) ; 
treasurer, J. G. Melntosh, Alexander 
& Baldwin, Ltd., San Francisco (re 


elected ) 


Gair announces forestry 
scholarship awards 


T. E. Earle, president of Gai 
Woodlands Corp., Savannah, Georgia 
an affiliate of Robert Gair Co., an 
nounces the awarding of two fou 
year scholarships of $2,000 each by 
outstanding high 
school graduates to encourage great- 
er interest in the study of forestry 


the company to 


and to further the advance of pro- 
fessional forestry 
Chas. W. Godfrey 
Florida, won the scholarship in the 
University of Florida; and S. L. Till- 
man, Appling County, Georgia, won 
the scholarship in the University of 


Nassau County, 


(,eorgia 





Verna McCallum, director of home economics for Stokely-Van Camp, presents a “live” 
cooking school in the auditorium of the Hudson Company’s Home Bureau, Detroit. 


Stokely-Van Camp's Home Economics 
Department Sells Company Products 
Through Service to the Consumer 


A Busy Food-Industry Home Economist Describes How 
Her Department Interprets Consumer Ideas and Desires 
to Management and Distributes Product Information 


VERNA McCALLUM 
Director of Home Economics 
Stokely-Van Camp, Inc. 


Look AT IT any way you want to 
it comes to this. The main reason for 
the existence of a Home Economics 
Department with a food packer or 
with any business organization is to 
help _ sell company’s 
products. The selling is not direct. 
It is accomplished mainly through 
service to the consumer. 

It is through this department that 
the consumer speaks, thus placing it 
in a unique spot within the organiza- 
tion, Although all departments of the 
Stokely-Van Camp organization are 
designed ultimately to be of service 
to the consumer, the Home Econom- 
ics Department is designed specifical- 
ly to present the homemaker’s views 
to management, 

With trends in merchandising 
toward increased services to the con- 
sumer, our function in the Home Eco- 
nomics Department of Stokely-Van 
Camp takes various forms, running 


more of that 
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the gamut from interpreting the con- 
sumer’s ideas to management, to dis- 
tributing product information. This 
dispersing of food information takes 
various forms from the printed word 
to the spoken word through means 
of radio, TV demonstrations, and 
talks to organized groups and asso- 
ciations. 

Since homemakers handle about 
80% of the family income and thus 
have the prerogative of deciding the 
brands or kinds of goods or services 
used in the home, Mrs. Homemaker 
is our biggest customer. In order to 
sell Mrs. Homemaker on the products 
our company offers, it is important for 
us to talk with her from her point 
of view. 

To better understand the back- 
ground of this service to consumers, 
it is well to know how the Home 
Economics Department at Stokely- 
Van Camp has been established. Our 


setup is a bit different from similar 
home economics departments in the 
country. We are directly responsible 
to top management. By this arrange- 
ment we have the privilege of 
working with the Quality Evaluation 
Division as well as with Sales and 
Advertising Departments in whatever 
manner is deemed most expedient. 
These excellent conditions help us to 
accomplish our over-all aims. The 
aims, carefully considered and _ set 
down as the purpose of the Home 
Economics Department, encompass 
these three points: (1) aid in im- 
proving and maintaining top quality 
in all our products; (2) aid in in- 
creasing sales; and (3) aid in estab- 
lishing and furthering good consumer 
relations. 


Service is basic 


As is readily seen by considering 
these aims or objectives, the depart- 
ment is basically for service, not only 
to the consumer but to management 
as well. Many kinds of activities are 
necessary to bring us to the attain- 
ment of our objectives. 

To be better able to interpret the 
homemaker’s viewpoint and food 
problems to our organization, the com- 
pany has established testing kitchens 
in the general offices in Indianapolis. 
These are not only of homelike ap- 
pearance, but equipment and quan- 
tities of food handled are much like 
those found in many American homes 
today. Results of work accomplished 
in the kitchens are used in a great 
variety of ways. First, in work with 
the Quality Evaluation Department, 
the kitchen functions in the operation 
of a taste-testing panel. The Home 
Economics Department also _partici- 
pates in cuttings and samplings of 
merchandise in its own kitchens. 

In the evaluation of a food product, 
our company uses many chemical and 
physical measurements. In our test 
kitchens we depend on sensory meth- 
ods for measuring or characterizing 
differences in food. The Stokely-Van 
Camp taste-test is composed of two 
groups. These we refer to as an “ex- 
perienced” group and a “random” 
group. 

As our management is interested in 
having two groups for testing pur- 
poses, triangular tests have been used 
to select the experienced group. We 
also meet with this group and discuss 
with members taste-test participation 
and urge their cooperation in prepar- 
ing for tests. The random group is, as 
the name indicates, selected at ran- 
dom from among our employees who 
are interested in participating in the 
activity. Both groups are composed 
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of men and women of a wide range 
of ages. Results from these tests are 
not conclusive. They do serve as indi- 
cators and guides for further consid- 
eration by more experienced groups. 
As foods have no single quality 
characteristic, we ask our testers for 
various considerations. For example, 
in testing three catsups with our 
panel, we at one time asked them to 
indicate their choice considering only 
color. At another time they were 
asked to make a selection insofar only 
as consistency, or “pourability” of the 
product was concerned. When taste- 
testing this item it was served with 
another food, as catsup is an accom- 
paniment item, not consumed as a 
straight food. (Whenever any food is 
tested it is served in the form in 
which it is generally used, hot or 
cold, or as an accompaniment.) 


“Blind” testing 


All of the testing is done blind and 
codes are changed so that no one 
sample can be given preference. We 
even change the samples on the tray 
so that no one sample has the ad- 
vantage of being tested first or last. 
We have found that the majority of 
people will start their sampling with 
the item farthest to the left, and 
work across, as in reading a line of 
print. The code numbers are also 
done with forethought. We never use 
ES 3 oe Ay Bw C, oe Se Y¥, Zi: The 
first of each of these groups would 
indicate to many people the first 
choice. When using colors for identi- 
fication, we avoid blue, for many 
people associate blue with the first 
prize or first choice. Any combination 
of numbers or letters used for codes 
will total the same. For example, 66, 
93, and 57; for we might have a 
mathematician on our hands who 
would tend to figure out numerically 
one product, the choice product, or 
the control product. If a test runs 
over from one day to the next we 
change the codes. Some of the staff 
thought this a bit unnecessary until 
one day, one of the employees came 
in, looked at his tray of samples, and 
said, “Where’s No. 52? Bill told me 
he voted for that one.” Naturally 
there was no such number that day, 
for the test had carried over a two 
day period. 

We never present more than three 
samples for testing, feeling that even 
the best of our testers becomes con- 
fused with too many items. Bland 
foods such as unsalted crackers, bread 
or water are generally given for be- 
tween-sample consumption. Testers 
are kept isolated while sampling. We 
also endeavor to secure opinions from 
them as consumers. From our 400 
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employees in the 
believe we ha 


general office, we 
a good cross section 
as to food likes and preparation, for 
ages, backgrounds and food experi- 
ences are greatly varied. 

Another consideration we have 
made in samplings is on the general 
appearance of iood as it comes from 
the can. For example, when com- 
paring two cans of halves of cling 
peaches in heavy syrup, they were 
displayed in cutting pans and the 
testers were asked which they would 
buy considering only the appearance. 
They could see that the sizes of the 
peaches were quite different. One 
can contained 7 halves, the other 15. 
They could note the quantity of syrup 
and any splits, bruises or damage to 
any of the peach halves. They made 
their votes and comments verbally. 
In the next section of the question 
ing, they were given three samples of 
peaches to taste. Two of these had 
been used in the appearance selec 
tion and a third was added for fur- 
ther flavor selection. The halves were 
cut into bite-size pieces so they could 
not be identified and associated with 
the various sizes of peaches previous- 
ly viewed. The testers were asked 
to make a first selection insofar as 
flavor was concerned. 


COVER PICTURE 


Verna McCallum shows and ex- 
plains the advantages of proc- 
essed foods generally, and 
Stokely’s products in particular, 
on one of the many TV shows 
she participates in annvally. 


In the third section of this sam 
pling, the testers were again present 
ed two pans containing the contents 
of each of two cans of fruit similar 
to the ones they had viewed at first 
These had a price indication on each 

32c and 37c. These were prices 
we had paid for these items at the 
grocery store. Testers were asked to 
give a verbal vote considering the 
prices. This gives us an_ indication 
as to how important size and general 
appearance is to the individual, how 
they use the fruit, and what they 
think of the flavor as well as price 
consideration 


Develop recipes 


Recipe development is a portion 
of the work carried on by all food 
testing kitchens. The one at Stokely’s 
does this with the objective in mind 
of various uses for the consumer's 
benefit. Recipes using the products 
appear on can labels as well as in 


the make-up of recipe folders for 
consumer distribution. Label informa- 
tion for the consumer gives, in addi- 
tion to simple and easy-to-do recipes, 
information concerning the product as 
well as hints (such as aeration of 
fruit juices). A label recipe carries 
directions for using the entire con- 
tents of the can or suggests other 
uses (as with 46 oz. juices) for the 
remainder of the contents. Our 
“Stokely’s Finest” labels also indicate 
the size of the can, approximate 
quantity in cupfuls (the homemaker’s 
measure) and suggest the number of 
servings. 

Cooking schools and TV shows call 
for new ideas and recipes, be they 
simple, practical, or conversational 
pieces. Each year we participate in 
more and more of these activities so 
the “quick tricks” and practical “hur- 
ry-up-meals” are always needed. All 
these are kitchen-tested and man- 
tested before being presented to the 
public through either the printed 
word or verbally to a visible or un- 
seen audience. 

Monthly 
food editors carry recipes and easy- 
to-do suggestions as well as food 


releases to newspaper 


photographs. These show one or more 
Stokely or Van Camp products either 
in the process of preparation or ready 
to be served at the table. 

Other food photographs are pre- 
pared and used for recipe folders or 
by our Advertising Department for 
newspaper mats or special mailings 
Food accompany 
specific articles prepared for maga 
zines and other duplicate releases. 


photographs also 


“Cooking for two” 


As the heart of every home is the 
kitchen, so it is with the Stokely’s 
Home Economics Department. When 
we sally forth to talk with Mrs. Home 
maker, it is in terms of food in the 
kitchen and on the table. Any infor- 
mation we offer to her has been tried 
Again, talking 
with her from her point of view is of 
greatest importance. 

We talk, too, with the young home 
maker-to-be—the girl still in school. 
Here we gear our comments and 
demonstrations to that fascinating sub- 
ject of “cooking for two.” We have 
endeavored, always, to talk with each 
group at its interest level. The kind 
of information wanted is ferreted out 
through personal visits, getting people 
to talk with us and tell us of their 
needs and desires of ready-to-use, 
on-the-shelf foods. We work to pro- 
mote the sale of our products not 
only through endeavoring to give the 


out in our kitchens. 


(Please turn page) 





excellent products, fine 
new ones, but to give information 
useful to her. This dispensing of in- 
formation consumes considerable time 
of our staff and is accomplished in 
various ways. 

Chief among these is to gain ac- 
ceptance by professional people such 
as journalists, nutritionists, and teach- 
active in the field. 
Through their professional activities 
they influence food buying habits. 
In other words, we endeavor to in- 
fluence the influencers. Here again 
our selling is through service. The 
department is a source of information 
for dietitians, nutritionists and jour- 
nalists. We supply them with the 
information they seek concerning our 
food products. 


homemaker 


ers who are 


TV presentations have been made 
as a guest of home economists who 
give TV shows regularly. These shows 
have been food preparation demon 
strations varying in length of time 
from 10 to 30 minutes. While visiting 
in various cities, the Home Economics 
Director has been interviewed on 
various types of radio and TV pro 
grams. Some of these are sponsored 
by Stokely-Van 


general interest programs aimed prin 


Camp; others are 
cipally at the women-at-home audi 
ences 

Programs are also presented to 
homemakers’ clubs and other types of 
women’s club groups. We feel that 
these are excellent contacts because 
they not onks give us a good oppor 
tunity to present our product, but 
also afford an occasion to “attach a 
person to a product,” a most helpful 
tool in selling 


Work with brokers 


As these programs are held in 
various cities, we contact and work 
with our brokers as well as with dis 
trict salesmen in all areas. 

Our company has in operation, in 
several markets around the country, 
a sales promotion program known as 
“Stokely’s Best Cook.” Clubs, church 
groups, and other groups of women 
are encouraged to select their “Best 
Cook” who is then recognized by 
Stokely-Van Camp and appears on 
our local programs. This local market 
program employs the services of a 
coordinator, a local woman who knows 
well. The Stokely- 
Van Camp Home Economics Director 
has spent time with each of these 


her community 


coordinators. Here again the job is 
one of “go between,” interpreting our 
individuals and 
aiding them to be most effective in 
their job of direct contact with ow 


company to these 


customers and potential customers 
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While in each of these markets, we 
make and take advantage of all op- 
portunities for radio and TV inter- 
contacts with local clubs, 
participate in newspaper stories con- 
cerning our visits, and do whatever 
expedites the work of the coordinator. 

The Home Economics Department 
has prepared a manual (for the Best 
Cook coordinators) which contains in- 
formation about each of the products 
in the promotion as well as sugges- 
tions for presenting the merchandise 
to various type audiences. The de- 
partment also supplies them with 
aids in making their calls. These are 
recipe folders for each item promot- 
ed, for distribution to club groups, 
and exclusive food photographs, re- 
cipes and stories for “something in 
hand” to carry and leave when she 
calls on her local market newspaper 
food editors. The recipe folders are 
available to her in quantity for dis- 


views, 


tribution to local women’s club groups 
when she contacts them. 


Miss McCallum (right) and Home Economist 
Ramona Orme prepare trays of food to pre 
sent to Stokely taste-test panel. Bulletin board 
displays work completed for the company’s 
label department 


The department serves also to wel- 
come visitors to the main office. Fre- 
quently these visitors join our groups 
at lunch. Perhaps one of the more 
unusual groups we have entertained 
was a group of Danish canners who 
were on a trip to various plants in 
the United States. They were inter- 
ested not only in the lunch served to 
them, but many of the 


which we cut for their viewing and 


products 


sampling. 


Management is informed 


Our top management group has 
lunch in the department once a week. 
This is an opportunity for the exam- 
ining, testing and discussions of vari- 
ous products which are under 


consideration or are new in the mar- 
kets. It is a time for testing label 
recipes and eating our own products 
incorporated into a complete meal. 

Each year we take stock of our- 
selves, check back over our activities 
and sit down with our company’s ex- 
ecutive group to discuss a brief sum- 
mary of activities of the preceding 
year. From this listing, checking and 
analyzing we reach our conclusions 
as to direction and emphasis of the 
work of the department. For a quick 
glance, following is a thumbnail sum- 
mary of the activities during the past 
12 months. 


Activities include taste- 
tests, special luncheons, 
articles, public appearances 


The department has conducted 30 
taste-tests, 16 cuttings and had 65 
group luncheons involving 728 indi- 
vidual meals. Forty food photographs 
have been made and 11 articles pre- 
pared for various publications. Ten 
tested recipe folders were prepared 
as well as the monthly releases to 
the newspaper food editors. Copy 
and recipes have been supplied for 
51 labels and over 40,000 individual 
pieces of literature mailed out. 
These are individual mailings, han- 
dled in the department, and not bulk 
mailings. Television shows account for 
a great deal of these mailings, as re- 
quests from these shows will run as 
high as 4,000. 

The Home Economics Director, in 
the past 12 months, made 32 public 
appearances ranging in time from 5- 
minute interviews to 90-minute cook- 
ing schools. 

Fifteen state and national meetings 
were attended as well as local group 
meetings. The Home Economist is 
active in these groups, serving as 
chairman for the Home Economists in 
Business, on the state board for both 
the American Home Economics Asso- 
ciation and the American Dietetics 
Association. She is also interested in 
the Institute of Food Technologists 


and serves as secretary-treasurer for 
the Indiana Section. 


In the Home Economics Depart- 
ment of Stokely-Van Camp exists a 
company-integrated program, a home- 
maker’s interpreter to management, a 
department which endeavors to keep 
abreast with new developments in 
the home field, a department whose 
personnel talks the language of Mrs. 
Homemaker, visits with her, and 
knows her well. It is a service de- 
partment to aid in presenting to the 
ultimate consumer the things she 
wants to buy. 
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Clyde W. Eddy (right), who developed Kand-ice, and Ira Jones, pres- Edward H. Dunlap (left), president of Plymouth Canning Co., and a 
ident of Gem Canning Co., Emmett, Idaho, are enthusiastic over the packer of Kand-Ice, and James M. Bachelder (right), Plymouth’s plant 
way this unique food coolant is moving throughout the country manager, look over an outgoing shipment of this new food coolant 


Kand-Ice is sealed on the Continental Can Co.'s closing machine at Kand-lce goes through Plymouth’s spray cooler. American Can closing 
the Gem Canning Co. This product is providing a non-seasonal equipment is shown in the background. This non-seasonal product 
canning operation for three canners in the U.S. and Canada. is well-adapted to regular fruit and vegetable production lines 


As the name implies, it is simply 


canned ice. It is finding widespread 
use as a temporary coolant for foods 


Kand-lIce, Boon to taken on picnies, fishing and camping 


trips, excursions, and, in fact, wher 
» 

Canner and Fisherman ones ep ee 
beverages. The product is safe and 
sanitary and when used in an insulat- 
ed box or other container, will retain 
cold for 72 hours. Kand-Ice stays in 


Clyde Eddy Develops Unique, Portable Food Coolant That — ‘« sealed can, thus there is no drip- 


ping or diluting or water run-off 


Is Providing a Non-seasonal Operation for Two U. S. which might spoil some types of foods. 
Canners, One Canadian Canner Kand-lee is: Seeman is Gey Beep 


refrigerator or freezer and can be 

refrozen and reused again and again. 

Samples refrozen every week for 
Kanp-IcE, a non-toxic, portable li- BILL SCHAAL, Editor three years have failed to show any 
quid food coolant that has met with deterioration. It takes less space than 
phenomenal success in less than two ice and, because of its reusability 
years, is providing a non-seasonal can- Eddy, a west coast food technologist features, costs much less than ice for 
ning operation for three canners in for many years, and is now manu this purpose. Its unique formula pre- 
the U. S. and Canada. factured by Eddy’s company, the vents rusting or bulging of the can 

This product was developed and Kand-Ice Company, Inc., 1516 Idaho when frozen or used 

the name copyrighted by Clyde W. St., Boise, Idaho (Continued on page 52) 
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Quality Control 


Clinic 


Plant Sanitation Forms Integral Part 


In Effective Quality Control Program 


Rigid Supervision, Proper Equipment and Detergents 
Contribute Equally to Sound Sanitation Procedures 


THE NEW ADVANCES in cleaning tech 


niques “and cleaning aids should 
make it possible for the canning in 
dustry to do much to help itself in 
raising its sanitation standards.”! 
Management, year after year, faces 
the problem of keeping its plant and 
equipment clean and sanitary. The 
methods in use vary from a_ cold 
water wash to cleaning with high 
impact pressures, varying tempera 
tures of solutions and the use of many 
kinds of detergents. Information on 
cleaning techniques and detergents 
is generally available and those con- 
cerned in plant sanitation should be- 
come aware of this information. As 
pointed out in a previous article? in 
this series, one of the reasons for 
carrying on a sound sanitation pro 
gram was “to prevent or minimize 


adverse consumer-buyer reaction.’ 
Thus, adequate sanitation programs 
are basic to the control and measure 
ment of quality and to the active 
consumer relations program. 

efficient high 
pressure cleaning unit has been in 
troduced to the trade, This unit em 
bodies many of the principles highly 
recommended for cleaning food 
equipment: (a) the use of elevated 


solution temperatures; (b) large vol 


Recently, a very 


umes of solution to thoroughly wash 
away the soil; (c) high pressures to 
loosen the soil; and (d) the use of 
proper detergents. The Seller's Hy 
draulic Jet Cleaner is self-contained 
and portable, or it can be installed 
on the wall, Further, since there are 
no mechanical parts, maintenance and 
upkeep are not major problems. The 
unit shown in Figure | operates on 
ordinary plant steam and cold water 
with the detergent coming from a 
50-gallon drum. Most food processing 
plants have steam supply of at least 


50 psi and therefore no booster is 
needed. However, in cases where the 
inlet steam is less than 50 psi, booster 
units are available and will operate 
satisfactorily with as little as 
steam. 

With 50 psi inlet steam, the dis- 
charge pressure ranges from 100 psi 
to 350 psi with temperature up to 
210° F. The basic principle, there- 
fore, is to use steam pressure in the 
mixing chamber and a venturi injector 
assembly 


5 psi 


to provide high pressure 
and temperature. The high pressure 
provides a hydraulic impact, thus 
loosening the soil and carrying it 
away. The units are also variable as 
far as volumes are concerned. Inter- 
changeable tubes are available in 
250 to 1250 gph capacity. Hose con- 


WILBUR A. GOULD, PH.D. 


Ohio State University 


Quality Control 
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nections of 50 feet or more of neo- 
prene 3/4’ hose are used throughout 
with various nozzles available. These 
nozzles vary from a dome-shaped 
nozzle for cleaning tanks, filler bowls, 
etc., to a flat nozzle for use where a 
highly concentrated stream is desired. 
With the different types of nozzles 
and extension lines, hard-to-get-at 
places and equipment can be cleaned 
relatively easily. 

The use of detergents in the jet 
system results in more efficient clean- 
ing. With the standard unit, up to 
10% cold detergent can be mixed 
automatically with the steam and 
water, The detergent should be 
mixed in a 50-gallon tank ahead of 
the cleaning operation. If necessary 
to use elevated temperature to dis- 
solve the detergent, a small quantity 
of hot water should be used and then 
the tank should be filled with cold 
water prior to use. The reason for 
this is that by having hot detergent 
in the drum, the proper mixing of 
detergents, water, and steam will not 
take place to give the desired pres- 
sures at the nozzle. 

A final advantage in favor of this 
high pressure-high temperature de- 
tergent unit is that hard-to-get-at 

(Continued on page 43) 


Fig 1. Detailed drawing of Seller's Hydraulic Jet Cleaner. 
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Saturated high purity brine 
M 0 RTO Ee piped anywhere 
—— in your plant! 
“= S 
for all a 4el3 5a The Morton Brinemaker delivers 
cannin§ salt needs © Oo coon hace ce 


ated brine an hour, using the type 
salt that is most economical or 

‘st suited for each plant. Saves 
labor and time—the brine can be 
pumped under pressure from 
ground floor to upper levels, or 
anywhere in your plant! 

Morton has a salt to meet the 
requirements of your particular op- 
eration, now available from 9 
strategically located plants. These 
specialized canning salts include 
Morton 999, a high purity salt; 
Morton H. G. Granulated, a screened 
high grade e\ aporated salt of con- 
trolled purity, quality and uniform- 


Bulk Salter 
: ye orton K ) ; j 
For precision salting by the economical ity; Morton K. I Granulated, a 
bulk method. Designed for either plant superior quality of evaporated salt; 


blended mixtures or quick-dissolving and Morten Rock Salt. A Morton 
Morton Salt. Buying salt in bags and 


dispensing accurately metered amounts Consulting Engineer will be glad 


into each can saves real money. to recommend the salt best 
Song UP suited for your needs. 
7 


i 


£5 800 GAIAM 
=r. Qf BRINE IN HOR 


let depositor enables the canner to get 
the exact amount of salt, or other made 
to order mixtures, tnto eac h and every 


en. — available when you want it! 


"“@eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


ould like information on 
Morton Cannir lt The Brinemaker 


MORTON SALT COMPANY The Bulk Salter The Salt Tablet Depositon 


Industrial Division ee e and Til 
Dept. FB-9, 120 S. LaSalle St. 
Chicago 3, Illinois 


Zon 


Brinemaker not available cn West Coes ro? 
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“VAPOR VACUUM. 


TO INSURE F 


That famous partnership between the nation’s 
pickle packers and VAPOR-VACUUM is prospering mightily! 


Latest reports show that while consumption of pickles was 


doubling from 1945 to 1953, the use of VAPOR-VACUUM 


sealed pickles was actually increased by 395%! 


Soon on sale the nation over 


The Vapor-Vacuum cap opener, popularized by the 
distribution of 60 million small size “‘give-aways’’, is now moving 
into the variety, hardware, and food stores as a universally 
available 10¢ item. Made and distributed by the 
famous EKCO organization (with the cooperation of 
the White Cap Company), the combination jar, bottle and 
tumbler “‘lid-flipper’’ will begin its new career 
as a standard housewares item this fall. 





rv) “ $i 
VAPOR - VACUUM 
To INSURE FRESHNES 


+he Shallow Cap 


doing all right! 


A report from White Cap Company 


For a sound picture of the pickle packaging situa- 
tion, here’s an excellent starting point: 


(1) In the last 8 years, the national total on “‘bushels 


packed”’ has been nearly doubled. 


(2) During that same period, the use of Vapor- 
Vacuum caps for pickles increased five-fold 
this method caps more pickle 
others combined. 


‘Today 
packages than all 


Quite obviously, there is a powerful relation between 
the boom in pickle sales and the shift in sealing 
methods. Consider, for example, these aspects: 


More fresh pack pickles. A very great factor in the 
pickle boom is the tremendous increase in fresh pack 
sales. This increase is tied up directly with the use of 


Vapor-Vacuum Seals—because no other method has 


} PRODUCT OF WHITE CAP COMPANY « CHICAGO 


E VAPOR-VACUUM'" SEALED 
TO INSURE FRESHNESS 


the Deep Cap 


been able to provide such economy and safety in pro- 
duction, plus full protection in the package. 

Product improvement (1)—crispness. The widespread 
improvement in delivered crispness of both fresh and 
salt stock pickles is a great sales builder. Again, the 
improvement has been largely due to the use of the 
Vapor-Vacuum method 
Product improvement (2)—color and flavor. Here again 
Vapor-Vacuum has been the major factor, by providing 
complete assurance that the original flavor and color 
will be held absolutely. 


) 


Product improvement (3)—elimination of leakers. The 


sales-defeating effect of messy packages, caused by 
“breathing” caps, has been eliminated by Vapor-Vacuum 
Sealing. 

Improved production efficiency. In a period of rising costs, 
the pickle packers’ most effective counter-balance has 
been the speed, steadiness and freedom from trouble of 
Vapor-Vacuum equipped lines— and the all-around pro 
duction improvement made possible by Vapor-Vacuum 


know-how and engineering 


These are some of the elements of the partnership 
between the pickle packers and the producers of 
Vapor-Vacuum Seals 
one of the most spectacular successes in food pack 


a partnership which has buili 


aging history, and now is moving on to still greater 
successes. 


A SENIOR PARTNER IN PICKLE PROGRESS VAP. OR -VACi Ti UM 


Seal and Ré Seal 





Glasspacking 


a= rs 


Samuel Pfe iffer left and son Edwin, president 
respectively, of Pfeiffer’s Food Products, Inc., 


dressing that was developed as a hobby more 


Pfeiffer, Ex-restaurant 
Owner in Buffalo, Now 
Packs Salad Dressing 
& Related Products 


Young Company, Housed in Modern, Sani- 


and vice-president, 
took a chef salad 


than 30 years ago 


and built it into a flourishing business in a short time 


Suffalo 


restaurant circles for many years, is 


PreEIFFER, a famous name in 


becoming equally as 
large part of the U.S. as a manufac 
salad 
ind related products 

Samuel 


founder and owner of Pfeif 


prominent ina 
turer of high-grade dressing 
PAV OTMLATSSE 

More than 30 vears ago 
Pheiffer 
fers Restaurant, long considered one 
of Buffalo's nicest eating houses, de 
vised a delicious chef salad dressing 
that was used on all salads served in 
the restaurant The dressing was 


macl on the premises under the 
pers mal supervision to 


flavor In 


host's rigid 


insure consistently good 
fact its 
patrons would ask for a paper cupful 


to take Later Mi Pteifter 
started bottling it for sale in the res 


flavor was so unusual that 
hom 


taurant, and also would mail a pint 
of it anywhere in the U. S. for $1 
Still a few vears later, Kaseal “Ca 
Peckoff, an Buffalo 


school teacher with years of teaching 


ambitious 


experience to his credit, came to Mr 


Pleiffer 


plans prepared for selling the prod 


with complete and detailed 
uct commercially. ¢ onsequently the 
Pfeiffers started mixing and bottling 
5-vallon batches, and Casey Peckoft 
sold all that could b pl duced in 
the basement manufacturing room 
This was in 1947 


As demand for the 


grew to substantial proportions the 


salad dressing 
Pfeiflers made a major decision to 
go out of the 
1948 they sold the 
installed the 
building 


restaurant business. In 
restaurant and 
dressing operation im a 
nearby Sales continued to 


increase, outlets in other areas began 


to want this fast-selling chef dressing 
and in 1952. Pfeiffer’s Food Products 


Inc., moved into an ultra-modern, air 
conditioned, 25,000-square-foot build 
ing at 2675 Main St., in Buffalo. 
Mr. Pfeiffer is 
company; Casey Peckoff is executive 
Edwin P. Pfeiffer, the 
young and personable son of the pres 
Herbert Thier 
Abner Harris, an ex-New 


president of the 
vice president 
ident, is vice-president 
is treasure! 
York City food production expert, is 


Robert 
Hess, a trained food technologist IS 


plant superintendent; and 


quality control supervisor. 

This aggressive and fast-moving 
company has expanded the original 
chef salad dressing line to include 
these products: french dressing and 
homogenized french dressing; Danish 
blue cheese dressing made from im 
( he CS salad 


ported mayonnaise; 


dressing; thousand island dressing: 


tary Building, Is Finding Ready Accep- 
tance for Its High-Quality Products 


BILL SCHAAL, Editor 


sandwich spread; tartar sauce; a spr 
cial dietetic dressing that contains no 
salt, sugar or oil; and_ olivaisse, a 
salad dressing made with olives. A 
very recent addition to the Pfeiffer 


line is loganberry glass 


packed, drink. 


Iwo of the three production and 


punch, a 
non-carbonated fruit 


packaging lines in the modern Pfeif 
fer plant are devoted to salad dress 
ing and related products, and any of 
the products can be packed on either 
line. This flexibility adds immeasur 
ably to the efficiency of the operation 
rhe plant and equipment layout was 
designed by Ed _ Pfeiffer. 
Ingredients are mixed and blended 
tanks 
handily in the center of the manu 


in the stainless-steel located 
facturing room, and_ the prepared 


product is then piped to the M-R-M 


Over-all view of Pfeiffer’s modern, air-conditioned, one-floor processing and packaging room 


All facilities are compact, well-designed, and convenient 





filler where the containers are filled 
Lee Metal Products Co. tanks and 
kettles are used throughout the plant 
All surfaces that touch food products 
are either glass or stainless steel. Ex- 
glass piping, furnished by 
Corning Glass Co., brings oils and 
other liquid ingredients to the mixing 
and blending tanks. 


tensive 


Likes Cel-O-Seal bands 


The bottles leave the filler and 
pass under a bacteria-killing ultravio- 
let light as they are conveyed to the 
Resina capper. This capper applies 
screw caps. Next, the DuPont Cel- 
O-Seal bands are applied. The com- 
pany uses these colorful bands on all 
products and likes them because they 
add an attractive note of eye appeal 
to the containers. The bands also 
serve as a secondary closure, thus 
eliminating 
possible spillage during distribution. 
Pfeiffer was the first company to use 
Cel-O-Seal bands on salad dressings 

After being banded, the bottles 
pass through the Pony Labelrite la- 
beler where the 
label is applied to three sides of the 


loosening of caps and 


semi-wraparound 


containers, They next pass an inspec- 
tor, where each container is inspected 
closely for straight labels. tight caps 
and possible presence of foreign ma- 
terial. The bottles are then cased, 
palleted, and warehoused. Clark lift 
trucks are used exclusively. Glass is 
supplied by Brockway, Owens-Illinois, 
Hazel-Atlas, and Armstrong. All sani- 
tary pumps are made by Tri-Clover 
Vegetable oils are supplied by Proc- 
tor & Gamble, Durkee, and Stale 
Sales Lithograph Co. and Fuller, both 


One of the three production lines in the Pfeiffer plant. Right to left: filling machine, capper, 
applying Cel-O-Seal bands, labeling, and final checking. Abner Harris, plant superintendent, 
inspects a bottle of chef salad dressing as it is conveyed to casing table 


Buffalo firms, furnish labels and ad 
hesives, respectively. 


Loganberry punch is made by sim 
ply adding water to fruit concentrate 
and blending it well in two 250 
tanks 
filtered and 
pumped to a holding tank from where 
it is piped to the Pearl filler. Twelve 
pre-labeled 


stainless-steel 
The product is then 


gallon-capacity 


containers (pre-labeling 
speeds up the operation) are filled at 
one time and capped by hand. Cel- 
O-Seal bands are applied to the con- 
tainers, which are then cased and 
warehoused. The company envisioned 
great possibilities for this delicious 
beverage, and sales have been grati 


fying. It’s a good example of a quality 


product that is moving well in retail 
outlets 

Cleanliness is a fetish with Pfeiffer. 
After the day’s operation, glass and 
stainless-steel piping is linked togeth- 
er so that it forms a_ continuous, 
closed system, and special Diversey 
cleaning agents are pumped through 
the system. Small sponges are also 
inserted into the system during this 
operation to facilitate cleaning. 

Quality important 
phase of the Pfeiffer business, like- 


wise. Bob Hess supervises preparation 


control is an 


of all products, regularly analyzes all 
incoming raw materials to see if they 
meet company specifications, and con 
trols all daily cleaning procedures. In 


Robert Hess, food technologist and quality control supervisor, con This all-stainless-steel mixing and blending unit, where salad dressings 
stantly checks Pfeiffer products for quality. Sound developmental and related products are prepared, lies conveniently between the 
work on new products and rigid control of daily operations have two packaging lines. Plant cleanliness, sanitation measures, and a 
played a big part in the fast growth of this young Buffalo company high efficiency rate are a “way of life’ with Pfeiffer 


SEPTEMBER, 1954 





addition, he works closely with Ed 
Pfeiffer on development and _ testing 
of new company products. Whenever 
a new product is in the making, it 
is thoroughly tested for quality, shelf 
life, and many other factors before it 
is placed on the market. Since new 


Pteifter 


oped with increasing frequency du 


products have been devel 


ing the life of this young companys 
the product formulation and_ testing 
program is a vital part of the com 
pany Ss business 

Advanced merchandising and pro 
motional methods, planned and exe 
cuted in large part by Casey Peckoft 
and his selling staff, have enabled the 
company to build solid distribution 
in many states in a remarkably short 
time. Pfeiffer products, handled en 


tirely through brokers, are sold in 
abcut 95 percent of all outlets in 
New England states, and enjoy wide 
distribution in New York 
Ohio, Michigan, Pennsylvania, Ken 
tucky, Texas, Florida, and Washing 
ton, D. C, 


made in other states as well 


spread 


Substantial distribution is 


Advertises heavily 


The company spends in the neigh 
borhood of $100,000 a year on ad 
vertising, through Batten, Barton 
Durstine & Osborn, Inc. Television 
and radio dollars are directed toward 
women’s shows, local spot advertising, 
and any presentation where food is 
involved. 

Whenever entering a new market 
is contemplated, Casey Peckoff stud 
ies the area and 
extraordinary 
sales market. He then contacts a local 


determines with 
accuracy the potential 


broker and arranges for actual intro- 
duction of Pfeiffer products. This in 


troduction often takes place in 


34 


supermarkets or other retail outlets, 
preparing and 
serving samples of salads made with 
Pleifter 
also given a coupon worth, say, a 
dime, toward the purchase of any 
Pleifter 


ounce samples use of the one-cent 


with pretty models 


dressings. The customer is 


product. Giving away two- 


sale where one container is sold at 
the regular price and another one is 
sold for a penny extra, or where a 
special label is used indicating the 
product costs less than normal, are 
sales measures that have worked 
splendidly. The latter measure is es- 
pecially attractive since there are no 
coupons or extra work involved for 
the grocer. 

This public-relations-minded com- 
pany never misses an opportunity to 
honestly promote its products. Visitors 
are gladly through the 
plant and their questions are an- 
swered intelligently and completely. 
One feature of the annual convention 


escorted 


@ One of the five 3,000-gallon-capacity veg- 

etable oil tanks in the Pfeiffer plant. Oil is 
taken through glass piping from these tanks 
to the processing room. 


@® The loganberry punch filling line. The 
liquid is prepared and stored in the stainless 
steel tanks (right) and then drawn to the 
12-spout filler. Screw caps and Cel-O-Seal 
bands are applied, and the containers are 
then ready for casing (foreground). Pfeiffer 
is the first company to pack this delicious, 
non-carbonated beverage 


of New York State school teachers, 
held in Buffalo, is a trip through the 
plant. Since women prepare the vast 
majority of meals, the idea here sim 
ply is to acquaint women with Pfeif 
fer food products. “We've found,” 
Mr. Pfeiffer says, “that if we can get 
the homemaker to taste our products, 
we have a customer. Our aim is to 
get her to buy that first unit.” 
Samuel Pfeiffer’s early years of fru 
gality and hardship, and his long ex- 
perience in the restaurant trade, have 
given him deeply instilled convictions 
on how to run a successful business. 
He came to this country at the age 
of 14 from Austria, secured a little 
schooling, then worked for small pay 
in restaurants and general stores un- 
til he finally “drifted,” as he puts it, 
into the restaurant trade. He bought 
his first restaurant in 1917, in Buffalo. 
When he “retired” from the restau- 
rant business in 1948, the National 


(Continued on page 42) 
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LIXATE BRINE vs. ORDINARY BRINE 


LIXATE BRINE 


ORDINARY BRINE 


Salt Storage Above or near the Lixator hopper In separate piles or bins 


Brine Storage 


In separate vats 


None. Made as needed 


HOW LIXATOR WORKS 


In the dissolution zone— flowing through a bed 
of Sterling Rock Salt which is continuously re- 
plenished by gravity feed, water dissolves salt to 
form 100% saturated brine. In the filtration zone 
—through use of the se/f-filtration principle origi- 
nated by International Salt Company, the satu- 
rated brine is thoroughly filtered through a bed 
of undissolved rock salt. The rock salt itself filters 
the brine. Nothing else is needed. 


INTERNATIONAL SALT CO., INC. 
SCRANTON, PENNSYLVANIA 
SALES OFFICES: Atlanta, Ga. . Chicago, Ill 
New Orleans, La. * Boston, Mass. ¢ St. Louis, Mo 
Newark, N. J. ¢ Buffalo, N. Y. © New York, N. Y 
Cincinnati, O. « Philadelphia, Pa. ¢ Pittsburgh, Pa 
Richmond, Va. « ENGINEERING OFFICES: Aclanta, Ga 
Chicago, Ill. ¢ Buffalo, N. Y. *Reg. U. S. Pat. Off 


Maxine pring need no longer be complicated, 
inaccurate, costly. Now, thanks to the LIXATE 
Process, developed by the International Salt Com- 
pany, you can have brine automatically—where you 
want it—when you want it—at the turn of a valve. 


Because this pure brine is always 100% saturated 
brine—because it always contains exactly 2.65 
pounds of salt per gallon—your brine measurements 
are always exact—100% accurate. 


Hundreds of companies have already saved thou- 
sands of dollars, have improved the quality of their 
products by installing the International Salt Com- 
pany’s Lixate Process. Let International's Industrial 
Division help you. Send the coupon below, today. 


INTERNATIONAL SALT COMPANY, INC. 
INDUSTRIAL DIVISION, Scranton 2, Pa. 


I am interested in knowing what the Lixate Process can do for 
MY plant. Please have an International Industrial Engineer 
contact me as soon as possible. I understand there is no cost, 
no obligation. 

FIRM NAME 

ADDRESS 

city 

STATE 


MY NAME___ 


MY WTLE 
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Canners’ Acreage 


Harvesting cucumbers from a Texas field where Speltz was planted as a windbreak. Usually one 
row of Speltz will protect four rows of cucumbers from wind damage. This cheap windbreak is 
planted in advance of séeding cucumbers so it will be big enough to protect young plants. 


Production of Pickling 
Cucumbers in Texas 


Texas A & M Tests Show That Early Maturity Is Necessary 
For Pickling Cucumbers To Attain High Yields 


ACREAGE DEVOTED TO CUCUMBERS fo! 
pickling in Texas has followed the 
general trend of expansion shown in 
the southern area of the U. S. From 
the ten-year average (1943-52) of 
4,170 acres, Texas climbed to 8,500 
acres in 1953. This increase moved 
the state from fifth place in the 
southern pickle-growing area to third, 
behind North Carolina and Georgia. 
In part, at least, this large increase 
may be attributed to the rapid growth 


H. C. MOHR 
Horticulture Department 
Texas A & M 
College Station 


of population in such cities as Dallas, 
Houston, Fort Worth, and San An- 
tonio. A large percentage of the 
pickles sold in the retail stores of 
these cities now bear Texas proces- 
sors’ brands. 


Cucumber yields (in pounds per acre) and fruit characteristics, College Station, 1953. 


No. 1 grade 


Variety 


Ohio M.R, 175 

Magnolia® 

White Spine Pickling (F.M.)7 
Wisconsin S.R. 65 

National Pickling? 
Wisconsin S.R, 105 

Model 
L.S.D. 5% 


524.8 
313.6 
256.0 
232.0 
208.0 
160.0 
3857.6 
207.4 


— bo bo bo te fe te 


level 


1 Not over 1% inches in diameter 
2 1% inches to 1% inches in diameter 


1% inches to 2 inches in diameter 


4 Thirteen harvests were made from May 27 to June 25 
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No. 2 grade 


3,782.4 


Total marketable 
yield‘ 
11,289.6 
10,804.8 
11,2468.4 
10,790.4 
10,046.4 
8,745.6 
8,140.58 
2,700.4 


No. 3 grade 


3,998.4 
3,825.6 
4,396.8 


1,766.4 
1,665.6 
1,593.6 
4,776.0 
4,372.8 
3,182.4 
3,086.4 


3,465.6 
3,403.2 
3,196.8 


~ 


- 


bt 
‘ 


H. C. MOHR 


Since the upward swing of the 
urban population trend in Texas is 
apparently going to continue at a 
rapid rate, the future production and 
processing of pickles may be expect- 
ed to expand considerably. The land 
area suitable for producing this crop 
in Texas is greater than is likely to 
be needed for many years, but the 
supply of tabor for harvesting the 
cucumbers may become a 
problem as greater production is de- 
manded. 

The pickle growers of Texas, as 
in the other southern states, have 
found pickling varieties developed in 
the northern states generally unsatis- 
factory for their climate. There is a 
tendency for these varieties to pro- 
duce a high percentage of deformed 
fruit, and yields have been low com- 
pared to those obtained in the North. 
Most of the northern pickling varie- 
ties are of the black spine type, the 
fruit of which has the characteristic 
of turning an orange color when ma- 
ture. Under high temperatures in the 
South many fruits of such varieties 
become discolored when still of mar- 
ketable size. As the result of these 
disadvantages many Southern grow- 

(Please turn page) 


serious 


Length-diameter 
ratio of fruit 
3.13 
2.96 


Fruit 
shape 


Excellent 


Fruit 
color 
Excellent 

Good Good 

Poor Very poor 2.79 
Fair Good 2.62 
Fair Good 2.7% 
Fair Good 2.74 
Good Good 2.51 


’ Seed supplied by Associated Seed Growers, Inc., New Haven, Conn 
® Seed supplied by Corneli Seed Co., St. Louis, Mo. 


7 Seed supplied by Ferry-Morse Seed Co., 


) 


Detroit, Mich 
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Check 
these 
Exclusive 
features: 


WAUKESHA FOUNDRY COMPANY eo 


PUMPS POSITIVELY AND 
WITHOUT BATTERING = 
AERATION OR AGITATION 
THROUGH A WAUKESHA 


if your Product 
Goes In a Pack- 
age, It Will Get 
There Better With 
a Waukesha 


Whether you pump liquids, semi-solids, creams, or chunks, your product is handled 
without crushing, agitation or aeration by a Waukesha. (Actually you may now be 
handling many products in expensive, inefficient ways that could be handled easily 
and more economically by a Waukesha.) The Rotary, positive displacement action 
and sanitary, corrosion-resistant Waukesha Metal or Stainless Steel of a Waukesha 
Sanitary Pump adapt it to use in dozens of industries, and for hundreds of products 
such as milk (liquid or powdered), preserves, peach halves, beer, wine, tooth- 
paste, hand creams, cosmetics, soups, 


oils, and many others. 


It will pay you to find out how a 
Waukesha can solve your product 
handling problems better at a saving 
— write for complete information. 


*P.D, — Positive Disclacement, slow speed 


FASTER CLEANING — Streamlined 
design, eliminating all dirt-catching 
crevices inside and outside — plus 
simple disassembly — saves clean- 
up time and labor. 


LONGER SERVICE-LIFE — Fewer 
working ports, plus Wavkesha's 
One-Piece O-Ring Sanitary Seal, and 
Standard Reconditioning Plan, mean 
longer trouble-free service. 


100% 
ay, 9777, 7 AS 


PUMPS 


er ade ee ee 


CORROSION-RESISTANT METAL — 
all product contact parts are of Sani- 
tery ‘‘Wavkeshe Metal"’ or Stainless 
Steel. Easy te clean, leaves no met- 
allic flaver in syrup or beverages. 


WAUKESHA, WISCONSIN 


1356 LINCOLN AVE 
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ers turned to white spine varieties 
which had been previously classified 
as “slicers” or fresh market cucumbers 
for their pickle production. Stays 
green and Earliest of All are exam 
ples of these, and are now ( lassed 
as “dual purpose” cucumbers, being 
acceptable for either pickling or fresh 
market. neither of 
varieties is grown extensively in Texas 
today. 

A number of new pickling varieties 
have become available, both of the 
white and black spine types. The new 
black spine varieties are relatively 
free of the defects previously men- 
tioned for this type, and the new 
white spine*pickle varieties are better 
than Staysgreen and Earliest of All 
with respect to shape and color of 
the fruit. 

In tests conducted at College Sta- 
tion and Tyler, the variety Magnolia 
(black spine), developed at the Mis- 
sissippi Agricultural Experiment Sta- 
tion, has performed very well over 
a period of years. It has 
ranked either first or second in pro 
duction in every trial, and has good 
color and shape of fruit. It is now 
being grown commercially in Texas 
on limited acreage. Ohio MR 17 
(black spine), a mosaic-resistant cu- 
cumber developed by the Ohio Agri 
cultural Experiment Station, was 
tested at Tyler in 1952 and at Col- 
lege Station in 1953. It appears to 
be equal to Magnolia in productivity, 
and in both of these trials it produced 
a higher percentage of No. 1 grade 
fruits. However, the fruit of Ohio MR 
17 is longer than that of Magnolia, 
which may be objectionable. A strain 
of this variety with shorter fruit is 
now being tested. 


However, these 


three 


Model grown widely 


In the white spine pickler group 
the variety Model has gained wide 
acceptance with the processors, and 
is the most commonly grown variety 
in Texas today. In replicated variety 
trials at Mineola and College Station, 
this variety has been inferior in pro 
ductivity. The yields of a number of 
other varieties have been shown to 
be superior to that of Model when 
the data were statistically analyzed. 

Another white spine variety, with 
fruit similar to that of Model, is the 
Brice Pickling (or Brice’s Special). 
However it has been much more pro 
ductive than Model in Texas trials. 
The color of the fruit is a little darker 
than that of Model, which is objec 
tionable to some processors. 

Robin 40 is a white spine pickle 
variety developed by Lawrence Rob- 
inson and Sons, seedsmen of Modesto, 
California. It is resistant to downy 


(Right) But here weeds have nearly choked 
out this untreated row of young cucumber 
plants. Picture was made at the same loca- 
tion. Alanap is a new pre-emergence weed 
killer developed by Naugatuck Chemical Di 
vision, U. S. Rubber Co 


(Below) Row of young cucumber plants was 
treated with Alanap at rate of 4 pounds 
per acre immediately after planting to con- 
trol weeds. Test was made at Associated 
Seed’s Eastern Breeding Station. 


mildew, a very destructive and wide- 
spread disease prevalent throughout 
the southern states, which in certain 
seasons may result in greatly reduced 
yields. This variety has given good 
yields in trials in Texas and is being 
grown commercially on a_ limited 
scale in the state. 

The Texas Agricultural Experiment 
Station is attempting to develop a 
pickling cucumber variety which will 
possess the following characteristics: 
(1) high yields under southern cli- 
matic conditions; (2) larger percent- 
ages of fruit in the top grades; (3) 
resistance to the attack of 
mildew and other diseases and insect 
pests; and (4) possessing qualities 
desired by the processor, i.e., firm- 


downy 


ness, good color, and shape. 

To accomplish the above objectives 
it is first necessary to locate varieties 
possessing each of the desired traits. 
By hybridization and selection over 
a period of years the desired com- 
bination may then be obtained in one 
variety. This was not accomplished in 
previous years because parent varie 
ties with the characteristics required 
were not available. Parent material 
possessing the necessary qualities has 
now been assembled, and the breed 
ing program is underway. 

To attain high yields under south 
ern conditions early maturity appar- 
ently will be necessary. Early yields 


are produced when temperatures and 
rainfall are favorable. Fruit quality is 
likely to be better in early yields for 
the same reason. Of course, supple- 
mental irrigation can remedy moisture 
deficiencies but it increases the grow- 
ers costs, and with a late maturing 
variety the higher temperatures pre- 
vailing may considerably reduce its 
value. 

High yields are important to the 
grower from the standpoint of har- 
vesting costs as well as gross returns. 
Laborers hired on a piece-work basis 
will not accept employment to pick 
light-yielding varieties, and when 
hired on an hourly basis, costs per unit 
are too high with such varieties. In- 
creasing the interval between pick- 
ings, to offset this, results in higher 
percentages of the lower grades and 
many oversize fruit. 

The standards for grading pickling 
cucumbers seem to be based primari- 
ly on the factor of diameter of the 
fruit, with certain length require- 
ments. Varieties differ regarding the 
rate at which fruit increases in diam- 
eter. Fruits of the Model 
increased in diameter very rapidly in 
Texas trials, while those of Ohio MR 
17 were much slower to do so. From 


variety 


the standpoint of the pickle grower 
in this area Model will have to be 
picked more frequently to attain a 
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trial at Mineola, Texas—1952'. 


Grade 
No. 2 


Grade 


No. | 


Variety 


pounds 


Earliest of All 3440 270 
Magnolia! 3290 1280 
Brice Pickling! 2770 3640 
Early Cluster! 2870 3315 
Maine No. 2% 2500 3450 
Robin 404 2550 3350 
National Pickling* 2090 2550 
Ohio M.R. 17 3030 2620 
Producer? 2585 2530 
Model? 2650 2290 
! Under supervision of L. C. 

Texas 

Key to grades: 

Grade No. 1—Less than % inch diameter 

Grade No, 2 


Alley 


pounds 


assistant horticulturist, Substation No 


lotal 
Yield 


Grace rack 
No. 3 No. 4 


pounds pounds 


10.890 
LO.570 
LO.285 
8.885 
8.535 
7,840 
7.020 


pounds 
1550 
1375 


2075 


1330 
1565 
LSOO 
L510 1190 
1565 1310 
1225 715 
1395 985 
715 290 6,655 
665 575 6.355 
160 320 5,720 


2. Tyler, 


Between % and 1% inch diameter 


Grade No. 3—Between 1% and 1% inch diameter 


Grade No. 4—Over 1% inch diameter and less than 5% 


Sources of seed: 

1 Corneli Seed Co., St. Louis, Mo. 

* Asgrow Texas Co., San Antonio, Texas 
3 F, H. Woodruff & Sons, Dallas, Texas 
i 


Lawrence Robinson & Sons, Modesto, 
Calif. 


5 Ferry-Morse Seed Co., Harlingen, 
Texas 


high percentage of No. 1 fruit than 
will Ohio MR 17. This is undesirable 
from the standpoint of cost of har- 
vest. 

In addition to downy mildew grow- 
ers often experience trouble with 
aphids (plant lice). It has been 
found that in some cases parent mate- 
rial possessing resistance to downy 
mildew possesses resistance to aphids 
also, and that this resistance is trans- 
mitted to progeny. Chemical dusts 
and sprays which will control both 
downy mildew and aphids have been 
developed but are expensive and the 
timing of applications is critical. Not 
only is yield reduced, but quality is 
also severely affected when either 
mildew or aphids is present in the 
cucumber planting. Since growers 
are reluctant to use expensive chemi- 
cal dusts, resistance to these pests 
in a new variety should add material 
ly to production and quality. 

Ultimately the success of the en- 
tire pickle production effort hinges on 
consumer acceptance, thus quality as 
it relates to the development of a 
new variety must be given the 
highest priority. Firmness of pickles, 
following processing, varies with dif- 
ferent varieties. This fact has been 
responsible for certain varieties being 


unacceptable to processors. In the 


breeding and variety testing program 
in Texas the different varieties and 
lines are evaluated on the 
firmness of processed pickles as well 
as the heretofore mentioned 
Any variety or line which is inferior 


basis of 


factors. 


SEPTEMBER, 1954 


inches long 


in this characteristic is discarded as 
unworthy. 

In considering consumer accept 
ance with regard to color of pickles 
there seems to be some difficulty in 
arriving at a standard. Apparently the 
northern processors believe that their 
markets prefer a lighter colored pick- 
le than the southern markets. Color of 
the pickle, within reasonable limits, 
does not seem to be a major factor 
in consumer acceptance. 

Shape of the pickle may be con 
sidered from several points of view. 
Most commonly processors have been 
concerned with the length-to-diame- 
ter ratio of the fruit. Varieties pro 
ducing fruit which is long, relative to 
its diameter, have not been accept 
able. In part this is accounted for by 
have the pickles fit 
properly in a more or less standard 
size jar. In part it must be concluded 


the need to 


that it is prejudice, because the size 


and shape of jars can be changed 
much more easily than the shape of 
the fruit of an otherwise ideal variety 
logical that the 
would object to a slightly 


longer pickle than he is accustomed 


It does not seem 


consumer 


to buying 


irrigation helpful 


In Texas there are several cultural 
prove helpful 
in attaining the objectives outlined 


practices which may 
in the breeding program. Supplemen 
tary irrigation has already been men- 
Although 


where 


eastern 
the pickling 
cucumbers are grown, is usually con 


rainfall in 
most of 


tioned 
Texas 
sidered adequate for good produc 
tion, there are likely to be periods 
during the growing season when prof 
itable vield mcreases Can be obtained 
from application of small quantities 
of irrigation 


water. Improvement in 


grade and quality following irrigation 


during these short dry periods is pat 
ticularly noticeable 

Another which 
seems promising is the use of wind- 


bre aks 


vail during a 


cultural practice 
Strong winds commonly pre 
portion of the 
olten 


early 


spring season and cause con 
siderable damage to young cucumber 
plants. Planting rows of oats, Speltz, 
or corn at regular intervals through 
the cucumber field during the winter 
or early spring will provide a cheap 
windbreak. The windbreak crop will 
the time cucum 
bers are planted. Prevention of wind 
should contribute to both 
earliness and improvement in grade 

Frequently heavy stands of weeds 


in the row require 


be of good size by 


damage 


expensive hand 
operations. Recent experi 
indicate that applying N-| 
naphthyl phthalamic acid! as a pre- 
weedkiller at planting 
time will greatly reduce or eliminate 
this problem. Since hand weeding is 
delayed operation, this 
should also contribute to earliness. 


weeding 
ments 


emergence 


usually a 


The combination of improved cul- 
tural practices and improved varieties 
should make possible increased pro- 
duction of pickling cucumbers and at 
the same time reduce the grower’s 
costs. With increased grower efficien- 
should have little 
difficulty in obtaining the quantity of 
cucumbers needed for future expan- 
sion of the pickle industry in Texas. 


cy the processor 


‘Trade name “Alanap-1,” a product 
of United States Rubber Co., Naugatuck 
division, Naugatuck, Conn. 


Link-Belt builds in 
Portland, Oregon 


Work has started on Link-Belt Co.'s 
modern district sales office and ware- 
house building in Portland. The new 
structure is located on the southeast 
Industrial St. and N. W. 
sist Ave., and will be occupied this 


corner of 


fall. The new company-owned build- 
ing includes office space, large ware- 
branch 


house facilities, and a factory 


store, and was designed for easy 


expansion in the future 


Dole’s sales exceed 
$60 million 


Sales of $60,089,711 and net earn- 
ings of $1,877,402 were reported for 
Ltd., 
1954, 
presi- 


Dole Hawaiian Pineapple Co., 
for fiscal year ended May 31, 
4. White 


dent, in the annual report to stock- 


by Henry company 


holders and employees. Net sales 
were the highest in the company’s 
$59,108,377 


history 
in the 


comparing with 
prior fiscal year 
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Frozen Cherries Packed in Attractive Consumer Can 


A 20-ounce 


fresh 


lithographed can of 


frozen Montmorency cherries 
has been introduced for the consumer 
trade by Fruit Growers Co-operative, 
Sturgeon Bay, Wis. The container is 
hermetically sealed, retaining the uni- 
form color and freshness of the fruit. 


Extra-heavy syrup is added to the 


Kraft Oil Promotion 
Offers Refund Deal 


lo introduce its new 
oil nationally, the 
Chicago, is 


all-purpose 
Kraft Foods Co., 
extending an offer to 
“buy your first pint” 
all markets. Details are fully ex- 
plained on a collai tag attached to 
each pint bottle of the oil sold du 
ing the campaign. The consumer 
deals directly with Kraft on the re- 
fund arrangement, so grocers will not 
have to handle details. A heavy ad- 
vertising program will announce the 
offer nation-wide 


to consumers in 


Underwood Deviled Ham 
In New Family-Size Can 


A family-size can of deviled ham 
te ounces—is being introduced by the 
William Underwood Co., Watertown. 
Mass., to meet consumer demand for 
a larger unit of deviled ham. The 
new size is the result of surveys and 
tests conducted by the company to 
determine the most practical and use- 
ful can measurement. Product is 
packed in a hermetically-sealed, key- 
opening can carrying Underwood's 
Red Devil trademark. 


40 


and oxidation is vir- 
tually eliminated with vacuum clos- 
ure, 


cherries to fill, 


The cans will be marketed in a 
pull-tab carton. Thus, they can be 
handled as a 24-pack, or as a 12- 
pack tray by merely pulling the tab 
and dividing the carton into two 
equal sections. 


Heinz Offers Booklet 
Of Pickling Recipes 


A new consumer booklet, “Pickling 
the Easy Way,” is being introduced 
this month by H. J. Heinz Co., Pitts- 
burgh. Besides being packed with 
each gallon jug of the company’s dis- 
tilled white vinegar, the booklet will 
be made available to grocers in limit- 
ed quantities for free consumer dis- 
tribution. 

Recipes are given for pickles, rel- 
ishes and sauces, and spiced fruits 
and vegetables. 


Hallowe'en Candies Take 
Colorful Novelty Carton 

New England Confectionery Co., 
Cambridge, Mass., is packaging Hal- 
lowe’en candies in a colorful novelty 
carton with pumpkin and witch de- 
sign. The mouth of the pumpkin is 
transparent, forming a window for 
identification of different kinds of 
candy, and making separate printed 
cartons unnecessary. 

Cartons were designed and made 
by the Thames River (Conn.) divi- 
sion of Robert Gair Co., Inc., New 


York. 


“A Good Beginning” Stressed 
In Gerber Baby Food Drive 


In October, Gerber’s Baby Foods, 
Fremont, Mich., will direct its most 
powerful promotion to young mothers. 
Purpose of the drive is to help gro- 
cers sell more of the vital starting 
varieties. Full-color ads in national 
and women’s consumer magazines will 
lead the month-long promotion, sup- 
plemented by TV, newspaper, medi- 
cal journal, and direct mail material. 

Theme of the campaign, “A Good 
Beginning Is So Important,” carries a 
message to both mothers and grocers; 
stores make a good beginning for fu- 
ture trade if they stock the starting 
varieties the young mother seeks. To 
help operators tie in with this record 
promotion, a complete array of point- 
of-sale pieces is available from Ger- 
ber’s local representative or the 
company’s sales service department in 
Fremont, 


White House Improves 
Package for Jelly Line 


diamond-design tum- 
intended for display on store 
shelves and re-use in the home, have 
been adopted by National Fruit Prod- 
uct Co., Inc., Winchester, Va. They 
ire being used to package the com- 
pany’s White House brand pure 
grape jelly and pure apple jelly. The 
grape jelly is packaged in the 10- 
and the apple jelly in 8-, 
10- and 12-ounce sizes. 


Handsome 
blers, 


ounce size, 


Tumblers are manufactured by 
Owens-Illinois Glass Co., Toledo; 
ee metal closures by White 

Cap Co., wR and redesigned 
labels by U. S. Printing & Lithograph 
Co., ee 


Chun King plans “biggest” 
specialty foods campaign 

Details of the “biggest advertising 
and promotion campaign in the his 
tory of specialty foods” have been 
outlined by Chun King Sales, Inc., 
Duluth, Minn. Featuring a 20-million- 
can sample offer of fried noodles, the 
campaign will include nationwide 
TV presentations and ads in leading 
magazines and newspapers. A budget 
of nearly $1 million is planned for 
the campaign. 

The company has already contract- 
ed for a series of full- and half-page 
carried in 24 
metropolitan newspapers from Sep- 
tember through April. 


four-color ads to be 


The purpose of the campaign, ac- 
cording to Chun King, is to stimulate 
interest in American-Oriental foods 
and thus enable the entire industry 
to share in the national retail food 
market. 
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BUT CONTROLLED EXTRACTION ASSURES 
UNIFORMLY PURE, POTENT PEPPER FLAVOR 


IN SOLUBLIZED 


Pepperoyal is no ordinary soluble pepper. Use the same amount of 
Pepperoyal in every batch of your product, and every batch will smack 
of the same pure pepper flavor. 

True, it is processed from prime quality pepper berries. But, its real 
quality distinction originates in the Griffith laboratories. The potency, 
purity and uniformity of pepper flavor in Pepperoyal is controlled by 
our exclusive process of extraction.* It assures you of the same flavor 
quality in every shipment of Pepperoyal, or any of Griffith’s Solublized 
Seasonings. 


A real contribution to the flavor control of your products! Let’s 
talk about it. 
* Patent Applied For. 


LABORATORIES, INC. 
in Canada — The Griffith Laboratories, Ltd. 


CHICAGO 9, 1415 W. 37th St.» NEWARK 5, 37 Empire St.» LOS ANGELES 58, 4900 Gifford Ave. » TORONTO 2, 115 George St. 
Laboratorios Griffith do Brasil, S.A.—Caixa Postal 300 Mogi das Cruzes, Est. S. P., Brasil 


SEPTEMBER, 1954 





Le Pr dele 


CASES AN HOUR 
FOR GREATER 


“ff 


VERSATILE BUSCHMAN 
CONVEYORS SOLVE CASE- 
HANDLING PROBLEM 


Each case carries extra profit now! When 
the Schoenling Brewing Company, Cin- 
cinnati, Ohio, wanted to increase produc- 
tion, efficiency and profit, they turned to 
Buschman engineers to cut materials han- 
dling costs. Result: a completely integrated 
system that handles 13,200 cases per hour 


Through years of experience and leader- 
ship in the materials handling field, Busch- 
man has constantly produced the ultimate 
in conveyors that eliminate bottlenecks 

reduce manual handling to an abso- 
lute minimum. 


A Buschman Conveyor System, tailored to 
meet your specific needs, can be the an- 
swer to greater efficiency and profits in 
your plant. 


Write today for literature. ¥ 


J 


VIEW OF LOADING DOCK 
THE SCHOENLING BREWING CO. 


Powered belts bring filled 
cases from bottling and 
storage for loading trucks 
Rate of flow is controlled 
at each truck boy 


Movable curved deflector 
guides cases onto proper 
truck spur 


Counterbalanced spur in 
raised position to receive 
filled cases for loading 
truck. In lowered posi 
tion, spur carries cases 
of “empties” from truck 
to live roller lines (4) 
which lead to storage 
and bottle washer. Six 
trucks can be loaded and 
unloaded simultaneously 


Two live roller lines car 
ry “empties’’ to storage 
and bottle washer 


Powered belt carries cases 
of new cans to third 
floor storage 


Live roller section feeds 
belt to third floor 


a 


All conveyor lines in the 
Schoenling plant are inter- 
connected and reversible so 
that cases can be conveyed 
between any two locations. 


C.173-EWB 


COMPLETE CONVEYOR SYSTEMS FOR ALL TYPES OF INDUSTRIES 


THE E. W. BUSCHMAN COMPANY 


4493 CLIFTON AVENUE ° CINCINNATI 32, OHIO 


REPRESENTATIVES 
IN PRINCIPAL CITIES 


PFEIFFER 
(Continued from page 34) 


Restaurant Association, for which he 
had served as a director for 20 years 
and treasurer for 12 years, appointed 
him a lifetime honorary director. 
He’s in his vigorous sixties today 
and presides over his company with 
a firm and untiring hand. His decision 
to sell the restaurant, he says, was 
prompted by his son Edwin’s desire to 
go into business in a really big way 
with the chef salad dressing that had 
been handled as a sideline for more 


| than three decades. The Pfeiffer 


men and Casey Peckoff were sure at 
the time that they possessed an un- 
usual salad dressing. To make sure 


| that one of the group would be 


trained in the technical aspects of 


| this type of product, Edwin agreed 


to study food technology at the State 
University of New York, at Morris- 
ville, and was graduated in 1950. 
The Pfeiffer company is one of sey 


| eral New York State food plants that 
| currently maintains scholarships at 


this institution. 

“There are no miracles in this busi 
ness,” Samuel Pfeiffer says, convinc- 
ingly. “You have to work at it. We 
firmly believe that the right kind of 
customers are always right, and these 
people are our first consideration. A 
major reason why our company has 
grown so extensively in a few years 
is that we put quality into our prod 
ucts from the very start and main- 
tained that quality as sales rose. We 
didn’t cheapen them as volume and 
demand grew. In fact, in most cases 
our products are better today than 
when they were first placed on the 
market.” 

This business philosophy of con 
stantly “working at it” is paying off 
handsomely for Pfeiffer’s Food Prod 
ucts, Inc. 


KERR 
(Continued from page 18) 


ible. Sure enough, the tax gatherer 
will want some evidence; such as 
comparative yield records, photo- 
graphs and the like. 

There seems to have been some 
misunderstanding about current pro- 
cedures for establishing food stand- 
ards. The Hale Bill was passed last 
spring for the purpose of simplifying 
those procedures. This law provides, 
among other things, that action to 
issue, amend or repeal a food stand 
ard may be requested by petition 
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of any interested person, provided 
the petition shows reasonable grounds 
for such a change; after which, in 
due course, the proposal gets pub- 
lished in the Federal Register and 
the machinery begins to turn. Some 
people appear to think if they send 
in a petition the business is thereby 
off on its inexorable way to the Fed- 
eral Register. But the key word is 
reasonable. Reasonable grounds for 
such a change. A substantial showing 
of merit. Health, Education, and 
Welfare will give careful attention to 
such petitions and will allow appli- 
cants to amend petitions that are re- 
garded as inadequate. 

The New York Times, a_ short 
while ago, carried the story of a 
Michigan canner whose wife asked 
if he couldn’t make strained peas at 
the plant, for their infant daughter. 
Doing it by hand was just too hard 
work. The canner thought this was 
possible. The result was that the 
Fremont Canning Company, of Fre- 
mont, Mich., developed into the 
Gerber Products Company, with sales 
during the past year of upwards of 
$80,000,000. What a market for baby 
foods there is! According to Public 
Health Service reports, 1,291,000 
new citizens arrived via the Stork 
Express during the first four months 
of this year; a gain of 30,000 over 
the corresponding months of 1953. 


GOULD 
(Continued from page 28) 


places can be cleaned with consider- 
able ease. Previous to the adoption 
of this unit, considerable dismantling 
of equipment was necessary to thor- 
oughly clean. With this unit, much of 
the food processing equipment can 
be cleaned in place and the food 
processor can rest assured that his 
equipment, conveyors, chutes, and 
floors will be clean and left in a 
sanitary condition. 

In conclusion, the best equipment 
is only part of a sanitation program. 
The food processor must have the 
correct detergents and he must em- 
ploy competent sanitarians. Finally, 
the quality control technologist must 
be empowered to give his OK prior 
to starting the lines daily and the 
authority to shut down the lines if 
the equipment and plants are not in 
a sanitary condition. This is the only 
logical approach to a sanitary pro- 
gram since his responsibilities not 
only involve grade compliance, but 
also a product free of contamination. 


(Please turn page) 
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TREATED WITH SPERGON SEED PROTECTANT 


It pays to protect your bean investment with Spergon 
Seed Protectant—pays you a return of many more 
dollars at market time. For Spergon can increase 
your yield as much as 40% by preventing seed decay, 
“damping off’ and many other damaging fungus 
diseases—particularly destructive in cold, wet plant- 
ing weather. 

Spergon lets you plant less seed and lubricates 
that seed for less planter breakage and easier plant- 
ing. It works very effectively with legume inoculants 
and is non-hazardous. 


Order Spergon or formulations containing Spergon from 
your local supplier today and watch your profits grow. 


SO" ARN IVERSARY 


Naugatuck Chemical 


Division of United States Rubber Company 
ELM STREET, NAUGATUCK, CONNECTICUT 
producers of seed protectants, fungicides, miticides, insecticides, growth 
retardants, herbicides; Spergon, Phygon, Aramite, Synklor, MH, Alanap. 





NO 
CAPITAL 


INVESTMENT 
for your 
material 
handling 
costs 
when 
you use 
CLARK’S 
PAY-AS- 
YOU-GO 
LEASE 
PLAN 


Without tying up a penny of 
working capital, put Clark 
material handling equip- 
ment to work for you. With 
Clark’s pay-as-you-go plan, 
any of Clark’s many models 
and types of handling equip- 
ment is available for your 
immediate use. With no 
down payment and at a low 
monthly cost, this lease 
plan enables you to: 


1 Conserve working capital for other essential needs—such as additional 
inventory, plant expansion and non-leasable capital equipment. 


2 Pay-as-you-go rental is totally deductible expense. 


3 Eliminate trade-in problems and get the benefit of newest equipment. 


No outside financing is necessary—you deal directly with your local 
Clark dealer who will help you determine what equipment best fits your 
needs. Gas or electric fork trucks, Powrworker hand trucks, tractors 
and Clark-Ross carriers-—all are available on a 3 or 5 year lease. 


Let Clark equipment pay for itself as it cuts your handling costs. Call 


your local Clark dealer for a discussion of the details which will not 
obligate you in any way. 


industrial Truck Division 
C ; q 8 4 CLARK EQUIPMENT COMPANY 
Battle Creek 137, Michigan 


Saas SEE THE YELLOW PAGES OF YOUR PHONE BOOK 


FOR THE NAME OF YOUR LOCAL CLARK DEALER 


With the use of good cleaning equip- 
ment, the proper detergents, and up- 
to-date sanitation program, no food 
processor should have to worry about 
the possibility of in-plant contamina- 
tion of his product. 


References 

O'Donnell, Earl J. Practical Cleaning 
of Food Processing Plants. Talk pre- 
sented at 7th Annual Vegetable and 
Fruit Processors Conference, Feb. 17, 
1954. 

Gould, W. A. Plant Sanitation I, Food 
Packer 34(12) 1953. 


American Weekly to fea- 
ture “Dinner from Cans” 

The National Canners Association 
announces that the American Weekly 
will feature a specially prepared ar- 
ticle, written by Amy Alden, titled 
“Entertain Wonderfully with Dinners 
from Cans,” in the Sept. 19 issue of 
the magazine. This article, in a dra- 
matic presentation through color pho 
tographs and mouth-watering recipes, 
places canned foods in the gourmet 
type meal. 

This foods section is being aggres- 
sively merchandised as a part of the 
NCA consumer and trade relations 
program, and also by the American 
Weekly magazine. Copies have been 
mailed to every customer and canned 
foods broker. 


New NCA members 


The following firms have joined the 
National Canners Association recent- 
ly: Ashton Canning Co., Ashton, IIL; 
Alaska-Fresh Co., 711 Second Ave., 
Seattle, Wash.; Petersburg Processors, 
Inc., c/o G. P. Halferty & Co., 508 
Colman Bldg., Seattle 4, Wash.; and 
Wamser Packing Co., Naknek, Alaska. 


Freezers join N. Y. 
Association 


The New York State Canners and 
Freezers Association announces that 
the following food freezers have 
joined the Association: Hopkins of 
Sodus, Sodus, N. Y.; and Monroe 
Frozen Foods, Inc., Webster, N. Y. 


Brokers get convention 
reservation blanks 


Official convention reservation 
blanks for NFBA’s 1955 convention 
have been mailed to all NFBA mem- 
bers and to all non-canner principals 
who requested these blanks, National 
Food Brokers Association has an- 
nounced, The Association will hold 
its convention in Chicago, Feb. 19-23, 
1955, in connection with the NCA 
convention and the CM&SA exhibit. 
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THREE profitable ways 
with these high speed units 
1. QUARTERS AND HALVES (ON MODEL “AA” UNIT) 


- HAMBURGER AND BREAD AND BUTTER SLICES 
(ON MODEL “O” SLICER) 


- SWEET MIX CHUNKS 
URSCHEL MODEL P (USING BOTH MODELS “'O” AND AA”) URSCHEL MODEL “O” 
“AA” UNIT - _— — TRANSVERSE SLICER 
produces uniform quarters . ™ oe cuts one 
and halves from curved ‘ 
pickles. 
cuts pickles up to 3" in 
diameter. ' 
height of discharge designed , slices into any thickness. 
for dropping into barrels or [ig i : handles fresh, brined or 
tanks or directly onto feed TF " 
belt of Model "O" unit. , 
handles pickles as fast as | ; peasy mee A up to 3 tons 
they can be fed into unit. a 
@ takes up only II sq. ft. floor , For experienced answers to i occupies only 2' x 9’, 3° 
your cutting problems, write: | floor space. 


slice at a time 
uniformly. 


will not crush soft or hol 
low pickles. 


processed pickles 


a 3 | mont 

PEG tasoratories inc minnie 

2 . y : eS m 

| VALPARAISO, INDIANA | | 
Products 


__ © &quipment 
| Gelicate food for 


Cleanses thoroughly... nn Rosie tee 


removes splits and skins, | fa aN — neces Nansen 
without bruising! = ~~ \ Apples 


THE Robins 4 \\\ | ‘neous 


Corn « Dried Beans 


STAINLESS STEEL (‘Gy 2 ! | tes Bom 
ROD WASHER) ~ZW Mormolodes 


Olives « Onions 
This general - purpose washer 
thoroughly cleanses blanched or AC : 
raw stock without bruising. The ()) ~ a | STANDARD inihaiteae cc 
Robins Stainless Steel Rod \\\ @ SU AES 

sa ; ») & e ‘, and white and sweet 

Washer simplifies the washing of iP 
string beans, lima beans, peas, oo y) dns JUNIOR Pumpkin « Relishes 
beets, carrots, dried vegetables. ‘— Z MODELS Saverkraut + Shrimp 
Add it to your production line __ / Spinach » Strawberries 


and watch your profits rise! String Beans * Tomatoes 


Get the full story on this versa- * 
tile washer that pays for itself! ‘oh le a VS Vad a LL 
See your Robins representative AND COMPRNY, INC. 


++. or write for complete details 
on specifications, prices, delivery 


Peaches » Peas 
Peppers « Pickles 


Manufacturers of Food Processing Machinery Since1855 
713-729 E. Lombard St. @ Baltimore 2, Md. 


A lh 
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Production Lines 


New methods * New research 


Apple Crop Yield Predicted Larger for 1954; 
Musselman President Sees Keen Competition Ahead 


A recent USDA forecast estimated 
the Pennsylvania apple crop as 30% 
larger than in 1953. Virginia is es- 
timated as up 62%, Maryland up 60% 
and West Virginia 35%. The forecast 
was issued before the recent rains, 
which may increase apple size con 
siderably. Thus, the total crop stands 
to be increased. 

Commenting on the season before 
a growers meeting, John 
president of the C. H., 


Hauser, 
Musselman 


Job Must Be Done Correctly 
For Effective Tomato Sprays 


A tomato spray program will be 
worth what it costs in material and 
labor only when the job is done 
right, says the New York State Agri- 
cultural Experiment Station at Gene- 
va. Good cultural practices must be 
followed for a spray program to be 
effective, Such practices do much to 
reduce sources of infection and thus 
delay the intensity of disease attack. 
Also, it is most important to select 
the right fungicide and to cover all 
parts of the plant with the spray. 
Further information can be obtained 
from the station. 


Kraft Adopts Cap Liners 
Made with Saran Film 


Kraft Foods Co. is now using saran 
film cap liners for its oil products, 
including mayonnaise, dressings and 
sandwich spreads. The new liner, 
saran film laminated to a calendered 
newsboard, has been adopted after 
extensive testing because of its out- 
standing protective properties: low 
moisture and gas transmission, chemi- 
cal and grease resistance, and out- 
standing aging characteristics of the 
film. Saran is a product of the Dow 


Chemical Co., Midland. Mich 


Proposes Revisions in 
Canned Juice Standards 


The USDA, Fruit and Vegetable 


Division, has proposed to change 
grade standards for the following: 
canned grapefruit juice; canned or- 
ange juice; and blended 


grapetruit orange 


canned 
juice and juice. 
Present standards have been in effect 
since July 29, 1949. 


46 


Co., Biglerville, Pa., noted that “. . . 
the outlook for the 1954 pack indi- 
cates it will be a year of keen com- 
petition in the canned food industry 

. Sauce and other apple products 
should continue to be sold at a price 
that gives value to the housewife in 
competition with other major food 
and fruit items.” Hauser also pointed 
out that the apple growers’ market is 
increasing, largely due to the adver- 
tising and publicity program of the 
Processed Apples Institute. 


Continental Develops New 
Bacteriological Medium 


Continental Can Co.’s research di- 
Chicago, has developed a 
simple bacteriological medium which 
has been found useful for the growth 
and isolation of spoilage organisms 
from canned foods. The new medium, 
developed by Dr. Clarence F. 
Schmidt in 1950, has been designated 
as PE-2. It appears to be favorable 
for growth and _ isolation of both 
aerobes and Results of 
comparative studies indicate that the 
PE-2 medium is superior to dextrose 
broth, tomato liver agar, and TA-PA 
medium. 

Reprints of a published report on 
the new medium are available from 
Continental’s research division library, 
4645 W. Grand Ave., Chicago 39. 


vision, 


anaerobes. 


Insecticides Found Cause 
Of Off-Flavor in Olives 


Musty off-flavor of olives, reported 
from three different areas of Califor- 
nia recently, has been traced to cer- 
tain insecticides by University of 
California research scientists at Ber- 
keley. Benzene hexachloride and 
Lindane have been found to be the 
cause when sprayed on leaves, ap- 
plied to soil under trees, or painted 
on fresh pruning cuts. The insecti- 
cides also may drift into olive groves 
from nearby crop fields, causing off- 
flavor. Growers should guard against 
using the chemicals around olives. 


Report on Orange Juice Study 


“Flavor Studies of Canned Single 
Strength Orange Juice,” a research 
bulletin, is available from Continental 
Can Co., Ine., 100 E. 42nd St., New 
York 17. 


New Cucumber Resists 
Spot Rot and Mosaic 


SMR 12—a cucumber 
variety resistant to both spot rot (or 
scab) and mosaic—will be available 
next year, reports the University of 
Wisconsin’s College of Agriculture, 
Madison. The new variety is promis- 
ing enough to have seed available for 
commercial use in 1955. In yield it 
equals or exceeds SR 6 at Madison 
and in central Wisconsin, but color 
and shape of the pickles aren’t quite 
as good as SR 6. However, it is 
hoped that an improvement in the 
variety will be available in a few 
years through continued breeding of 
well-shaped cucumbers. 


Wisconsin 


Cartoon Tips on Safety 
Given in Employee Leaflet 


Sound tips, in colorful cartoon form, 
on how to stay safe on the job are 
presented in a new employee leaflet 
called “Accident Preventers.” Pocket- 
size, the leaflet illustrates safe prin- 
ciples and practices on lifting, house- 
keeping, clothing and hand _ tools. 
Sample copies and quantity prices 
are available from the National Safe- 
ty Council, 425 N. Michigan Ave., 
Chicago 11. 


Peach Virus Diseases 
Spread by Insects 

Peach trees which ripen their fruit 
prematurely, or whose fruit remains 
small and green longer than normal 
for the variety, or which fail to set 
fruit at all, may be suffering from one 
of three virus diseases known to be 
present in New York peach orchards. 
The viruses are known as peach yel- 
lows, little peach, and the X-disease; 
all three are spread by insects. In- 
formation on the symptoms of the 
diseases may be obtained from the 
New York State Agricultural Experi- 
ment Station, Geneva, N. Y. 


Mold Count in Raspberries 
Can Be Controlled 


Strict rules of the Food & Drug 
Administration on mold in canned 
raspberries call for much care in 
growing and processing. How mold 
counts increase and what can be done 
about them are revealed in a recent 
issue of “Farm Research,” a publica- 
tion of the New York State Agricul- 
tural Experiment Station at Geneva. 

“The chief factors affecting mold 
in raspberries are rainfall preceding 
picking, and length of time and tem- 
perature of holding after picking,” 
according to Cornell Bacteriologist 
Keith H. Steinkraus. “Better process- 
ing procedures may reduce the count 
further.” 
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: PRODUCTION a 
HIGH... 
America’s 


— largest- 


BALL... 


ahd selling 
High-Grade 


‘ 


Improved production is actually a pleasure when 


you use Burt machines for your labeling and pack 
ing. Exclusive Burt features save time, simplify op 


erations and speed up your output. You can depend 
on the superior engineering and quality construc 
tion of Burt . 


Burt High Speed 
Case Packers 


because... 


Burt Non-Stop the exclusive Diamond Crystal Alberger 
Labelers e = 
System produces: 

Purity—99.95 % Sodium Chloride. 


Uniformity—maximum purity variation 
£0.01% ... screened to a standard for 


each food product 
“Burt Beats : 
Fleeting Time” aaa Cleanliness—lowest insolubles of any 


commercial grade of salt. 
Low heavy metals—averages less than 


1.5 part per million of pro-oxidants cop- 
per or iron. 





*The premium grade salt used by jood processors 


For free consultation on choice 
and application of the right salt 


TECHNOLOGIST for your food products call, 


wire or write: 


AT YOUR Technical Service Dept. E 


Diamond Crystal Salt Co. 


SERVICE St. Clair, Michigan 


Phone—296 


LABELERS and PACKERS 


Burt Machine Company 
401 E. Oliver Street, Baltimore 2, Maryland 
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Prime-Mover Available with Stainless Steel Bucket 


The Prime-Mover Co., 


lowa, has announced that the 


Muscatine 
Model 
15 Prime-Mover is now available with 
a stainless steel dump bucket. The 
special unit is furnished for hauling 
waste and materials in process in 
food plants. The dump bucket has a 


liquid capacity of 10 cubic feet, and 


Continuous lid sealer 
works on all can shapes 

Tite-Cap Machine Co., Ine., 57 
Rose St., New York 38, has introduced 
a lid sealing machine which will auto 
matically apply metal seals of all types 

including inner seals, plugs and fric 
tion lids—to both metal and fibre cans 
of all shapes. Application is performed 
while the can is in continuous motion 
with no stopping required. Parts are 
fully adjustable to accommodate open 
ings in any position on the top of the 
can, and to include compensation for 


variations in the cans 


Net Weighing Machine Made 
For Free-Flowing Materials 


New automatic net weighing ma 
chine with load discharge timer and 
counter for free-flowing materials has 
been announced by the Exact Weight 
x ale ( 0., 
ties are available from a few ounces 


to 25 pounds, with dial and beam 


Columbus, O. Unit capaci 


calibrations in either metric or avoir 


dupois readings 


the Prime-Mover with the bucket has 
a load capacity of 3/4-ton up 20 
percent inclines, 

The rounded bucket with smooth 
rolled edges is easy to clean and 
rinse, and provides no place for load 
particles or other materials to lodge 
and decay. 


Lift Truck-Trailer Combination 
Speeds Materials Handling 


The Hyster 
lift truck can now be carried behind 
a transport truck in a specially built 
trailer. The lift truck-trailer combina 
tion affords 


2000-pound capacity 


moving and 
Further information 

secured from the Utility 
Sales Co., 155 Bay Shore 
Blvd., San Francisco; or the Hyster 
Co., Portland 8, Ore 


speedier 
storing of loads 
may be 


impregnated Belt Good for 
Conveying Fruits & Vegetables 


C. R. Daniels, Inc., Daniels, Md., 
has added an impregnated solid wo- 
ven belt to its line for use in con- 
veying fruits and vegetables. The 
solid woven white cotton belt is im- 
pregnated with a special compound 


which withstands hot water and 


steam; will not impart odor or taste 
to foods; and is impervious to fruit 
acids. Further information and cata 


log are available from the company. 


New Flooring Material 
is Tough, Resilient 


Stoncap, a tough, flexible, resilient 
Hooring material, has been developed 
by the Stonhard Co., 1306 Spring 
Garden St., Philadelphia 23. The 
product puts a double-duty topping 
over floors which could never pre- 
viously be repaired, and is usable 
over wood, concrete or composition. 
Details are given in a folder avail- 
able from the company. 


New Warehouser Truck 
Features Gripper Arms 


Yale & Towne Mfg. Co., 11000 
Roosevelt Blvd., Philadelphia 15, has 
developed its Warehouser Extend- 
\-Load truck equipped with Rheem 
gripper arms. Model RSEAT-2 fea- 
tures a safety backrest for aligning 
loads above clamping position. Clamp 
arms can hoist loads up to 124 inches 
above the floor, and loads are re- 
tracted or extended by push-button 
control. 


Swift introduces Case Sealer 
For Fiber Fruit Cartons 

A new resin-based case sealer de- 
signed for use on corrugated fruit or 
nut cartons has been developed by 
Swift & Co., Adhesive Products Dept., 
Chicago 9. It is called Citrus Carton 
Resin Adhesive. Designed for use on 
all types of case sealing equipment, 
the adhesive requires no dilution and 
is shipped in 55-gallon steel drums. 
It is light in color and dries to a 
transparent film; its outstanding char- 
acteristic is the speed at which the 
case sealing operation can be con- 
ducted, 


Stencil-Kover in Spray Can 
Covers Marking Errors 


Reynolds Ink, Inc., 4500 Euclid 
Ave., Cleveland 3, has announced its 
new Stencil-Kover. This tan-colored 
material, available in a 
spray can, is used to cover marking 


12-ounce 


errors on new containers or as a 
means of reusing old containers. The 
product dries rapidly, permitting new 
stenciling or marking within 90 sec- 
onds, 

(Please turn page) 
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PROFIT MAKER | 
HAMACHEK 


ELEVATOR PEA SAVER 


Pea vines discharged from a viner contain threshed peas that have been entangled 
with mats of vines. The Elevator Pea Saver is a patented device which rolls over 
and pulls apart each mat of vines as it passes up the discharge elevator of a viner. 
By this action these threshed peas, normally lost, are recovered in the chaff separ- 
ator or tailing machine of the viner. The increased yields from the vines without 
additional seed, land rental, field supervision, or labor costs enhance profit. 
Hamachek Elevator Pea Savers are available for all makes of viners. 


WRITE FOR PARTICULARS. 


PEA AND BEAN HULLING SPECIALISTS 


Established 1880 ~ Kewaunee, Wisconsin 


APPLE PRODUCTS 
the Standard of Quality 


NUTRL-JEL Powdered Apple Pectin 
OE for PRESERVERS 


CONCENTRATED APPLE JUICE | 


Plants in Apple Regions From the Atlantic to the Pacific 


SPEAS COMPANY, General Offices, Kansas City 1, Missouri 
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What's Yew? 


(Continued) 


Simple Machine Designed 
For Semi-Automatic Filling 


A new machine designed for semi 
automatic filling of 30- and 55-gallon 
drums has been introduced by Drum 
Equipment Corp., Union, N. J. Called 
the Diafram Filler 
a trouble-free, practical machine for 
use with free flowing 
double diaphragm 


it is described as 


liquids \ 
unique, assures 
filling to an accuracy of within 
1/1000 in 30 or 55 gallons 

The filler is available for manual 
operation. It weighs 350 


pounds and is 66 inches high. For 


ol au 


use with corrosive liquids, the ma- 
chine can be made of special mate 
rials, 


Brakemotor Made Shorter 


Short over-all length is one of the 
features of the new integral Brake 
motor manufactured by the 
Allis Co., Milwaukee 7. This shorter 


length is made possible by utilizing 


Louis 


the motor end bracket as an integral 
part of the brake. The unit uses dis¢ 
NEMA 


motor frame sizes from 208 to 326 


brakes and is available in 


Engineering information and Bulletin 
No. 1550 describing the unit are avail 
able from the company 


New Vacuum Kettles Offered 


Hamilton Copper & Brass Works 
Dept. 6, Cincinnati 4, offers two 
styles of vacuum kettles designed to 
protect the appearance and flavor of 
food during processing. Both have 
streamlined, stainless steel construc 
tion, with flush and rounded joints. 
Both are two-thirds jacketed for 
steam pressures up to LOO psi. 

Style HV has manhole and _ steel 
Stvle VT has 
steel internal vacuum line, steam con 
nections, sight glass and bronze quick- 


condenser. stainless 


50 


Further 
specifications are given in Data Sheet 
H-15, 


opening draw-off valve. 


Corrosion-Resistant Piping 
Made of Rubber-Plastic 


Food products, sensitive chemical 
solutions, and acids quickly destruc- 
tive to ordinary pipe now may be 
lightweight, 
plastic piping system developed by 
United States Rubber Co., Rockefel- 
ler Center, New York 20. The valve 
body, with 3-inch diameter, is made 
of a styrene copolymer called Usco- 
lite. Valve and pipe fittings are of 
one-piece homogeneously-molded 
construction, having no welds or joints 
at points of stress. Working spressures 


handled in a rubber 


range to 150 psi and temperatures to 
170° F. 


or 


Pa 


mi 


Clark Adds Towing Tractor 


Clark Equipment Co., Battle Creek, 
Mich., has added a completely new 
electric towing tractor, the Electric 
Clarkat, to its line of equipment. It 
has a normal rated drawbar pull of 
600 pounds and is available in two 
models: the Clarkat-24, with 2,400- 
pound breakaway drawbar pull; and 
the Clarkat-30, with 3,000-pound 
breakaway drawbar pull. 


Electric Fly Trap Announced 


An electric fly trap for safe and 
complete year-around control of flies 
and other insects has been announced 
by the D. C. Cooper Co., 1467 S. 
Michigan Ave., Chicago 5. The de- 
vice is portable and can be plugged 
into any electric light outlet. It is 
harmless to animals and human be 
ings and contains no harmful chemi- 
cals or vapors. 

Electrified screens also are avail- 
able for pest control. Illustrated 
literature and full information are 
available from the company. 


Literature 


Bulletin 5C-13 on needle type con- 
trol valves—Foxboro Co., Foxboro, Mass 

Catalog 950 giving data on standard 
products—Link-Belt Co., 307 N. Michi- 
gan Ave., Chicago 1. 


Dura-Mil Bulletin describing liquid 
filler—Turbo Machine Co., Lansdale, Pa. 
“Electri-Facts,” illustrated brochure 
analyzing electric fork truck line—Clark 
Equipment Co., Industrial Truck Div., 

Battle Creek, Mich. 

“Cat Diesel Engines Plus Hydraulic 
Torque Converters”—Caterpillar Tractor 
Co., Peoria, Ill. 

“Alcoa Aluminum Heat Exchanger 
Tubes”—Aluminum Company of America, 
Pittsburgh 19. 

“Oilgearducers,” Bulletin 56610 cov- 
ering concentric and right angle all-steel 
reducers—Oilgear Co., 1561D W. Pierce 
St., Milwaukee 4, Wis. 

Supplement No. 1, Bulletin E-1153, 
describing plate heat exchanger— Cream- 
ery Package Mfg. Co., 1243 W. Wash- 
ington Blvd., Chicago 7. 

Filter press catalog and specification 
book—D. R. Sperry & Co., Dept. FOP, 
Batavia, Il. 

“Quick Reference Guide” to products 
ind methods used in building mainte- 
nance and construction—Tremco Mfg. 
Co., 8701 Kinsman Rd., Cleveland 4. 

Bulletin on leak-proof, quick-seal 
hose coupling—Titeflex, Inc., Industrial 
Sales, Hendee St., Springfield 4, Mass. 
... FMC Power Conveyor and Acces 
sories”"—Food Machinery & Chemical 
Corp., Materials Handling Section, 3075 
Fourteenth St., Riverside, Calif. 

Catalog on rotary piston fillers- 
Pfaudler Co., Publications Dept., Ro- 
chester 3, N. Y. 

.. Five Steps to Productive Mainte 
nance,” Bulletin GEA-6087—General 
Electric Co., Schenectady 5, N. Y. 

Book 2511, covering the Roto-Louvre 
processing machine for drying, drying- 
cooling, or cooling—Link-Belt Co., 307 
N. Michigan Ave., Chicago ] 


Neoprene Seals Available 
On Rapistan Caster Models 

Six series of Rapistan industrial cas- 
ters are now available with sealed 
raceways and sealed wheel bearings 
that keep lubricants in and foreign 
materials out. The Neoprene seals 
are available on caster models with 
individual load capacities ranging 
from 175 pounds up to 1,500 pounds. 
Complete information can be ob- 
tained from the Rapids-Standard Co., 
Inc., Dept. SC, 342 Rapistan Bldg., 
Grand Rapids 2. 
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Get fast, sanitary, economical food processing 
with new Vibro-Clean Screen 


Fast, sanitary, and economical, Link-Belt Vibro-Clean 
Screens mean more efficient vegetable cleaning and 


dewatering. High-intensity vibration of stainless steel 


screen deck speeds operation, prevents blinding and clog 
ging of screen cloth 


Waste water is drained quickly. Absence of corners 


the ny | tern ee et es 
greatest udder 9655. Wise er yo aa 

advance piss a, 
in meat seasoning LINK © BELT ve Stan 


@ma, 
VIBRO-CLEAN SCREENS 


LINK-BELT COMPANY: Executive Offices, 307 N 
Michigan Ave., Chicago |. To Serve Industry 
There Are Link-Belt Plants and Sales Offices in =~ 


Scientifically manufactured MAGNA All Principal Cities, Export Ofice, New York 7; ey 
SPICE CONCENTROLS have modernized 
the seasoning of meats by making avail- 


able the true flavor components of herbs ADVERTISERS’ INDEX 
s A Anchor Hocking Glass Corp 2, 17 
and spices in the most concentrated form Armstrong Cork Company 


, p (Glass and Closure Division) 19 
known to Science 602 yet easily processed Associated Seed Growers, Inc Outside Back Cover 


ie a Burt Machine Company 47 
in your own plant. All the flavor is re- Buschman Co., The £. W 42 


* * Chisholm-Ryder Co., Inc $2 
leased immediately. Each batch of your sank Seneca Gemennele = 


i i i i Continental Can Co 20 
product is uniformly and identically seas- Sie teats ete an . 
oned. Counsel Machine Company 54 


Crown Cork & Seal Company, Inc. 
(Crown Can Division) 6-7 


Diamond Crystal Salt Co 47 


es Out perform crude herbs and Food Machinery & Chemical Corp. 
(Canning Machinery Div.) y 


> 
spices. General Electric Company 
(X-Ray Department) 16 


e Griffith Laboratories, inc 41 
e Easy to measure — easy to mix. Hamachek Machine Co., Frank 49 
| Hazel-Atias Glass Co 8 

2 No spoilage. Heekin Can Company 3 
International Salt Company 35 

: lee Metal Products Co 53 

@ Cut seasoning costs up to 40%. stnls’ Gald Gammeny 51 
Magnus, Mabee & Reynard, inc 51 

Morton Salt Company 29 


Write for the new MM&R booklet — “The National Canners Assn. 55 


: : “ Owens-Illinois Glass Co 14-15 
Greatest Advance in Meat Seasoning. Steer & Con Chins 4 


Robins & Co., Inc., A. K 45 

Schwartz & Co., B 53 

Speas Company 49 

Stange Co., Wm. J WW 

MAGNUS, MABEE & REYNARD, ING. | ‘stor totc non “ 
, 9 , ° Tygart Valley Glass Co Inside Back Cover 
Urschel Laboratories, Inc 45 
U. S. Rubber Company 43 
Waukesha Foundry Co 37 
White Cap Co., The 30-31 


Since 1895 ¢ One of the World's Greatest 
Suppliers of Essential Oils and Flavors 


16 DESBROSSES STREET, NEW YORK 13, N. Y., U.S.A. 
221 NORTH LaSALLE STREET, CHICAGO 1, IiL., U.S.A. 
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Investigate the New 


GLUER - SEALER 


By CRCO—NEW WAY 


Heated top and bottom flaps for bet- 
ter adhesion and 40% glue saving! 


Totally inclosed glue system cannot 
freeze even over the week-end! Indi- 
vidual pumps to each spreader! 


Cases enter glue course with flaps 
vertical preventing breakage. Cannot 
jam—can be cleared in operation, 


Send for Special Bulletin 


Chshal 


Company, Incorporated 
NIAGARA FRILLS, WY. 


Seite 
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KAND-ICE 
(Continued from page 27) 


The product is 99 percent water in 
composition and is canned in regular 
No. 2 or 303-size food cans on con- 
ventional canning equipment, under 
high-speed and_ efficient 
lines used in the modern cannery. 


the same 


At present, Kand-Ice is manufac- 
tured under company contract by 
two canning companies: Gem Can- 
ning Co., Emmett, Idaho; and Ply- 
mouth Canning Co., Plymouth, Ind. 
The product is also packed under 
franchise by Hall Packing Co., Ltd., 
Vancouver, B. C. Its preparation and 
processing are similar in the three 
canneries. Ingredients are mixed and 
blended and heated to 192° F. in 
stainless-steel tanks. The liquid then 
flows by gravity to stainless-steel 
briner-type fillers, where the cans are 
filled. The overflow, which falls into 
stainless-steel troughs, is pumped 
back through a preheater which heats 
it again to the 192° filling temper 
ature, 


No. 2 and 303 cans used 


No. 2 cans, used by Gem and Hall, 
are bought from Continental Can Co., 
and 303-size, used by Plymouth, 
are furnished by American Can Co. 
All cans are attractively lithographed 
with similar designs and have four 
outside coatings: a bonding coat; two 
coats of lithograph enamel; and a 
thick coating of clear can lacquer 
which is completely impervious to 
food that the can might touch. 

The filled cans are head-spaced 
(5/8-inch) and then are sealed on 
regular closing machines. They are 
conveyed through continuous or spray 
coolers, cased in printed cartons, and 
warehoused, Promotional material is 
included in every carton. 

Practically all the equipment and 
facilities used by the three canners 
to pack Kand-Ice is used to pack 
seasonal fruit and vegetable products, 
and the changeover is made quickly 
and with minimum effort. 

Clyde Eddy, who admits he’d rath- 
er go fishing than work, moved to 
Nampa, Idaho, several years ago and 
opened a custom cannery, his idea 
being that he would have plenty of 
time to fish when the cannery wasn’t 
operating. This plan worked out to 
perfection, except that he had _ trou- 
ble buying ice locally to cool his 
catch of Idaho trout on the way 
home. So he conceived the idea of 
a permanent-type coolant that could 
be processed in the Nampa cannery. 
After mixing many experimental 


batches, he finally hit on one that 
he thought would do what he wanted 
it to. He bought 25,000 cans—the 
smallest number of lithographed cans 
he could buy—filled them with Kand- 
Ice and tested the product in Idaho 
markets. The supply was sold out 
virtually overnight. 

Realizing that the project would 
outgrow his limited facilities at Nam- 
pa, late in 1952 he took his product 
to Ira Jones, president of the Gem 
Canning Co., and a seasonal packer 
of fruits and vegetables, and asked 
Ira if he could can it. One of the 
fruit-canning lines in the Gem plant 
was quickly adapted to the packing 
of Kand-Ice, and 300,000 cans of it 
were produced and sold in 1953. 

Early this year Eddy sold the 
Nampa custom cannery and contract- 
ed for additional Kand-Ice to be 
packed at the Plymouth Canning Co. 
and in Vancouver. These companies 
are paid on a per-case basis for pack- 
ing it. Kand-Ice retails in most outlets 
for 49c a can. 

“We like this operation,” Ira Jones 
says, “because it keeps our plant busy 
in the late winter and early spring 
when otherwise it would be shut 
down. Kand-Ice helps us defray de- 
preciation and labor costs that go on 
around the calendar. Every small to 
medium-size seasonal canner today is 
looking for a supplemental product 
that will keep the cannery busy more 
months in the year. Kand-Ice is an 
important economic asset with us.” 

The picture is similar for E. H. 
Dunlap, president of Plymouth Can- 
ning Co. in Indiana. “Right now we're 
in a period of the highest labor and 
other overhead costs we've ever ex 
perienced,” Dunlap says, “and most 
of these costs are with us every day, 
whether or not the plant is operating. 
Packing Kand-Ice is helping us meet 
these costs. Also, we know we're 
working on a fast-selling product of 
universal appeal that’s rapidly becom 
ing a high-volume item.” 

Kand-Ice is now sold nationally, 
and gained distribution throughout 
most of the U. S. in less than a year. 
Distributed through food brokers pri 
marily, the product is handled by 
retail food stores and sporting equip- 
ment outlets. Major sales occur in 
the spring and early summer, just 
prior to the start of the big vacation 
season. An aggressive advertising pro- 
gram promotes Kand-Ice in more 
than 30 metropolitan newspapers, 
and Eddy is currently buying spot 
time on 18 radio and 20 TV stations, 
with emphasis on areas that cater to 
the tourist and vacation trade. 

Eddy, who is overwhelmed at the 
public acceptance of Kand-Ice, attri- 
butes much of its success to the 
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“Trends of the Times’—more people 
taking vacations, more leisure time 
for picnics and outings, and more 
specifically, because it’s more and 
more difficult to find a spot of ice 
when you want it. “We don’t claim 
that Kand-Ice, as a coolant, has any 
more cooling power than a_ similar 
quantity of ice,” says Eddy. “But it’s 
cheaper than ice, and vastly more 
convenient.” 

When he first started marketing 
his product, Eddy had a fairly well 
defined sales story that hit heaviest 
on the hunting, fishing, picnic, and 
vacation trade in general. However, 
he’s now gratified to hear, mainly 
through unsolicited personal letters, 
that people are finding more uses for 
Kand-Ice than he ever dreamed ex- 
isted. An Idaho dairy farmer figures 
he’s getting higher quality milk be- 
cause he puts Kand-Ice in the milker 
units to cool the milk as it is drawn 
from the cow. A country doctor in 
North Carolina puts Kand-Ice in his 
little bag to keep his serums and 
medicinals cool as he makes his 
rounds. A chinchilla raiser includes 
Kand-Ice in his shipping boxes to add 
comfort for the valuable animals as 
they are shipped to distant points. A 
commercial photographer cools heat- 
susceptible film with Kand-Ice when 
he’s working in sweltering climates. 

But the letter Eddy prizes most 
comes from the father of a new baby. 
This man has nominated Eddy as 
the “Humanitarian of the Year.” 
Why? Because Clyde Eddy and 
Kand-Ice have eliminated the mid- 
dle-of-the-night trip to the kitchen 
refrigerator. The man simply puts the 
two o'clock bottle, and Kand-Ice, in 
an insulated container at the foot of 
the bed. When the baby awakens, 
Daddy, without leaving the bed, 
places the milk in the bottle warmer 
and soon has the perfectly preserved 
feeding ready for the youngster. 
Who says that’s not worth 49c? 


American Can expands 
St. Paul plant 


A multi-million-dollar expansion 
that will double the capacity of Amer- 
ican Can Co.’s St. Paul, Minn. plant 
has been announced by the firm. The 
expansion will include installation of 
Minnesota’s first facilities for manu- 
facture of beer cans and will also 
substantially increase the plant’s out- 
put of fruit and vegetable containers. 
Eventual production will bring the 
plant’s rated capacity to well over 
700 million cans a year, according 
to A. C. Hubbell, plant manager. 
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KETTLES 


Available in sizes up to 500 gallon capacity 
to meet every processing need. Easy to clean 
and keep clean, they are practical and meet 
all sanitary regulations. All Lee kettles are avail- 
able with hydraulic cylinders where your own 
water line provides the necessary operating 
power to safely control tilting kettles and tilting 


agitators in agitator kettles. 


ALL LEE KETTLES ARE 





TL Lila 


Our new descriptive bulletins sent on request 


LE 


METAL PRODUCTS 


CO., INC. 


408 PINE STREET, PHILIPSBURG, PA, 


MADE TO A.S.M.E. CODE 


BONELESS BEEF.-* BEEF CUTS 


FOR CANNERS, SAUSAGE MAKERS, 
HOTEL SUPPLIERS, CHAIN STORES, 
AND FROZEN MEAT PROCESSORS 


Are you fully satisfied with your bone- 
less beef situation? Are you getting 
continuous supply and uniform quality 
at the right price? Why not discuss your 
problem fully with people who have 
made a close study of this phase of the 
meat packing industry? Write us today 
about our cost-control system for sup- 
. plying your boneless beef needs 
\, in the most economical manner. 

Check and return coupon. 


u.s. Imspected MEATS ONLY 


} Bull Meat 
| Beef Clods 
| Beef Trimmings 
| Boneless Butts 
[|] Shank Meat 
[) Beef Tenderloins 
{_] K Butts 
[} Boneless Chucks 
[") Boneless Beef Rounds 
[-} Insides and Outsides 
and Knuckles 
[} Short Cut Boneless 
Strip Loins 
[} Beef Rolls 
[_] Boneless Barbecue 
Round 


MH heh mel & ee eee eee had 


SANTA CLARA, CALIF 


2055 W. PERSHING ROAD, CHICAGO 9, ILL., (Teletype CG 427 





ere’s one job you can 


ROBO-LIFT 
SUVATIG 


CONVEYORS 


Hard-to-manage multi-story 
handling jobs wre simplified 
costly hand operations are re 
duced—and rough handling dam 
age and waste are eliminated 
when you install a Rcbo-Lift on 
your production line. That's be 
cause Robo-Lift provides 
® Vertical or near-vertical ele 

vating or lowering 


Horizontally maintained trays 


Vertical-to-horizontal or hori 
zontal-to-vertical changes with 
out transfer 


Pick-up and discharge at vari 
ous selected levels 


Accommodation of various sizes 
in one unit 


Minimum clearance and space 
requirements 


® Manual or automatic in-feed 


® Useful space expansion 


Robo-Lift's many desirable advan 
tages undoubtedly suggest uses 
in your operation. Please request 
details and specifications on your 
letterhead 


Counsel 


MENG a LAT: 
ap | her: ee 
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Freezing News 


Promotion « Selling * Research 


Birds Eye Executive 
Issues a Challenge 


Mentley, general sales 
manager of the Birds Eye Division 
of General Foods, issued a two-fold 
challenge to refrigeration equipment 
manufacturers recently. He asserted 
that freezer storage capacity in the 


Ceorge L 


retail store is a possible limiting fac- 
tor in frozen food sales. Considering 
self-service shopping 
trend, he suggested that a walk-in 
type of storage freezer be developed 
for use in conjunction with a func- 
tional display cabinet. Such equip- 
ment, he said, would provide more 
storage space and effect substantial 
savings through truckload purchasing. 


the one-stop, 


The cost of such a combination unit 
would be littke more than present 
combination storage-and-display cab- 
inets. 

Mentley also recommended a new 
approach to consumer advertising and 
promotion of home freezers and com- 
bination refrigerator-freezers. He sug- 
gested that promotions emphasize 
economy of time and money rather 
than design details now stressed. A 
great opportunity for additional busi- 
ness can be exploited, he said, if 
frozen food packers and _refrigera- 
tion appliance manufacturers sponsor 
strong joint promotions. 


Blue Water “Freezer-Pak”’ 
Designed for Home Freezers 


Fishery Products, Inc., Cleveland, 
has adapted its standard five-pound 
cellophane-wrapped fillet carton to 
the requirements of the retail self- 
service merchant’s frozen food cabi- 
nets. The company’s Blue Water line 
of “Freezer-Pak” fillets contains six 
individually wrapped servings of 
deep sea fish, totaling 18 meals. Such 
a package, the company says, will 
bring home freezer owners back to 
retail counters to buy in “wholesale” 
quantities, 

The “Freezer-Pak” carries a seven- 
color rotogravure overwrap, provid- 
ing full 7% x 10-inch display value. 
Complete storing, defrosting, and 
cooking suggestions are given. 


Asparagus Pack Drops Sharply 


The frozen asparagus pack this 
year was 23% smaller than the record 
pack of 1953, according to a prelim- 
inary tabulation just completed by 


the National Association of Frozen 


New Garry Moore show 
features Chun King products 

Garry Moore (left), popular TV 
personality, who features products of 
the Chun King Sales Co., Duluth, on 
a segment of his new nationwide 
morning show, discusses Chun King’s 
frozen chow mein with Chun King 
President Jeno F. Paulucci. 


Food Packers. The 1954 pack total 
was 25,412,690 pounds, down from 
last year’s total of 32,945,017 pounds 
but about equal to that of 1952. 
Significant developments showed 
up in container size usage. While the 
retail pack dropped off 32% from 
1953, the small institutional pack ac- 
tually showed a small increase. The 
8-ounce size continued to gain, al- 
though the 10-ounce container still 
accounts for most of the retail pack. 


Frozen Grapefruit Juice 
To Make Market Debut 


A completely new frozen citrus 
product—Seald-Sweet Indian River 
grapefruit juice—will make its market 
debut shortly as initial shipments 
move out of Florida. The announce- 
ment was made by John T. Lesley, 
general manager of the Florida Cit- 
rus Exchange in Tampa. The new 
product will be marketed by the Ex- 
change and packed by an affiliate, 
Plymouth Citrus Products Coopera- 
tive. 

The juice is being packed in 6- 
ounce consumer and 32-ounce insti- 
tutional sizes. 


Frozen Pancakes Introduced 

Mrs. Burke’s Frozen Foods, Phila- 
delphia, recently has introduced a 
package of six golden pancakes. They 
need no defrosting and can be served 
after two minutes of heating. The 
pancakes are packaged in a printed 
cellophane bag designed and _ pro 
duced by Milprint, Inc., Milwaukee. 
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Classified advertising 


Count 5 average words per line. Rate 65 
cents per line. Minimum charge $2.50. Cash 
with order, no discount allowed. 

“blind” 
address box and number shown care of 
THE FOOD PACKER 
139 N. Clark St., Chicago 2, Ill. 


When answering advertisements 


For Sale—Machinery & Equipment 


FOR SALE: 1—Pneumatic Scale Packaging Line; 
4—Mojonnier S/S Vacuum Pans, 3’, 4’, 5’, 6’; 
3—#12 Sweetland Filters, 48 bronze leaves 
monel covered on 3” c.c.; 1—S.W. 5’ x 10’ 
Stainless single drum Dryer; 1—Enzinger 
monel jacketed filter, 8 monel leaves; S/S 
Jacketed Kettles and Tanks; Filters; Label- 
ers; Mixers. Only a partial list. CONSOLI- 
DATED PRODUCTS CO., INC. #55 Garden 
Street, Hoboken, N.J., HO3-4425. N. Y. Tel 
BA7-0600. Send us a list of your surplus ma- 
chinery. 


FOR SALE: Stainless Steel Jacketed Kettles 35 
to 500 gal.; Kyler “H’ Wrap Around Labeler. 
Tri Clover #2% EH Stainless Pump. Large 
stock Stainless Steel, Copper and Aluminum 
Tanks. Also Welded Steel Storage Tanks with 
Brewery Glass Lining. 

PERRY EQUIPMENT CORP., 1405 N. 6th Street, 
Philadelphia 22, Penn. 


FOR SALE: Slightly damaged and recondi- 
tioned labeling equipment, including: 3-Ad- 
justable labelers 8 oz. to 46 o2.; 3-Ace 
automatic can ejectors; 4-Kyler electric boxers; 
1-Std.-Knapp Model ‘’F’’ boxer. At very attrac- 
tive prices. Write for additional details or to 
make appointment to inspect this equipment. 
Gordon King, Box 17, Onargo, Illinois. 


FOR SALE OR RENT at reasonable price, or to 
finance on share complete plant, or will proc- 
ess any foods on cost plus or share, cider 
vinegar, white vinegar, applesauce, kraut, 
tomatoes. 16 acres land, 11 buildings, tanks, 
equipment, siding, near superhighway, best 
vegetables, fruit section, good labor, best lo- 
cation. Want Pease apple peelers or complete 
applesauce machinery. 

CHAS. L. NOBLE, Clyde, N. Y. 


CONVEYOR—Approx. 275’ used gravity con- 
veyor, aluminum construction, 5- and 10-foot 
sections, practically brand new, immediate de- 
livery, West Coast shipping point. 

Write Box 57, Food Packer. 


GLASS-LINED TANKS—8 A. O. Smith one-piece 
horizontal glass-lined tanks, 9’ O.D. x 40’ long, 
approx.17,800 gal. cap. each; 3 same as above 
except 7’ O.D. x 20’ long, approx. cap. 5,400 
gal. each; still erected as last used in New 
England, available for immediate inspection 
and delivery; also 16 one-piece Lastiglass-lined 
steel tanks, 10’ dia. x 23/6” high, approx. 
12,600 gal. each; with partitions so tanks can 
be used in two separate sections, still erected 
in Michigan as last used; all tanks available 
immediate delivery. Details upon request; op- 
tions granted, subject to prior sale. 

Write Box 60, Food Packer. 
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1954. 
LIST OF THE CANNERS OF THE UNITED STATES 
Compiled by NATIONAL CANNERS ASSOCIATION from 


Gives location of firms, their plants, and products packed in 


each. Full commodity index. Membership in N.C.A. indicated. 


Also lists members of the National Food Brokers and Canning 
Machinery and Supplies Associations. 





1133 20TH ST., N. W. 


ae 


For Sale—Machinery & Equipment 


ENZINGER POWDER FILTER—One - stainless 
steel Enzinger diatomaceous earth filter, mea 
suring 36” dia. x 48” high tank, 17 leaves on 
1-7/8” centers, having a total area of approx. 
250 sq. ft., with separate Enzinger stainless 
steel open type slurry feeder, portable clamp 
on type agitator, Shriver slurry pump, etc. Sub- 
ject to prior sale at attractive price 

Write Box 58, Food Packer 


SPARKLER FILTER FOR SALE—Sparkler Model 
18D8 filter, 12.5 sq. ft. area, with Viking 
rotary pump, 60 cycle AC motor, used few 
weeks only, immediate delivery; can also furn- 
ish Sparkler Model 33D9 stainless filter, 40.5 
sq. ft.; both units absolutely first-class condi- 
tion and available immediately at attractive 
price. 

Write Box 59, Food Packer 


Wanted—Machinery & Equipment 


WANTED—Standard-Knapp labeler for cans 
from 100 grams to A-2-1/2 standard size (2 
Ibs.); Stainless steel Disintegrator for crushing 
tomatoes, capacity 5 tons ph. State age, ca- 
pacity, serial number, condition and price 
AIDMON BOTTLE & SUPPLY CO., INC., 7615 
Third Avenue, Brooklyn 9, New York. 


Food, Drink & Cook Books 


Food, Drink & Cook Books bought & sold. Send 
stamp for sale list 1600 titles. 

BOB BROWN, 37 West 8th St., New York 11, 
N.Y 


Sold to the trade at $2.50 
per copy, postage prepaid. 
Personal Checks Accepted 


Address all orders to the 


NATIONAL CANNERS ASSOCIATION 


WASHINGTON 6, D.C. 


For Information on... . 


TRI-STATE FOOD 
PROCESSORS 


(Canners & Freezers in 
Del., Md., N. J. and the 
Eastern Shore of Va.) 


All firms: 
Names, addresses, Plants 
and Commodities packed. 


Member firms of Association: 


Products in Styles and con- 
tainer sizes; Key personnel; 
Brand Names, Telephone 
Numbers. 


Write to 


Tri-State Packers’ 
Association, Inc. 


Easton, Maryland 
Latest Directory—Price $2.00 





How They Got There 


William 
F. 
Dietrich 


“As the Giant Grows...” 


Birt Diernicn’s CONNECTION with the Green Giant Co. 
(then Minnesota Valley Canning Co.) started out to be 
a three-week temporary hitch as an accountant. Back 
in 1918 the office staff of the single plant at Le Sueur 
consisted principally of one bookkeeper-stenographer, and 
when that young lady eloped in the middle of the corn 
pack, Ward Cosgrove decided the situation called for 
an expert accountant for the pack duration. Accountants 
being hard to find right quick, what he settled for was 
Bill-17 years old, 120 pounds, one year’s accounting 
training at the University of Minnesota’s night school. 
Bill says he was pretty nervous as to whether he was 
worth the $5-a-day pay, but before the pack ended he 
was hired permanently. 

During these past 36 years, Bill Dietrich has played 
an important role in the growth of the Green Giant Co. 
Starting out in figures, he has, at various times, devoted 
considerable attention to such various fields as farming, 
sales and association activities. Generally, though, it was 
a matter of co-ordinating the activities of that lusty, ac- 
tive crew which Cosgrove was bringing together along 
with new plants. Men like George Scott in research and 
production, Ward Patton in sales, Gene Felton in finance, 
Heinie Seippel in Wisconsin, A. D. Radebaugh, the 
Northwest flash, the incomparable John McGovern and 
all the others. Titles weren’t important to this close-work- 
ing team, but the record shows Dietrich as assistant 
secretary in 1924; secretary and assistant general man- 
ager in 1929. At this time he was elected also to the 
board of directors of the company. He was named execu- 
tive vice president in 1947 and elevated to the presi 
dency in 1953, at which time Edward B. Cosgrove became 
chairman of the board 

In addition to heading up the Green Giant Co., Mr. 
Dietrich is chairman of the board, Green Giant of Can- 
ada Limited, Tecumseh, Ont.; president, Minnesota Val 
ley Corp., Minneapolis, Minn.; and secretary, Rock Valley 
Canning Co., Belvidere, Il. 

In recent years Dietrich has been combining two of 
his favorite interests: planning operations through bud- 
gets, and the development of his younger men. Several 
years ago he organized a Preliminary Operating Budget 
Committee composed primarily of the second string men 
in the various departments and divisions. These men from 
Production, Sales, Finance, Research and other depart- 
ments learn to think in terms of over-all company ob 
jectives. A further step was taken this year when 
team from the main office went to each company divi- 
sion where the division organization down to the plant 
level participated in the over-all budget development. 
As some of the juniors have become senior executives, 
this preliminary training has become extremely valuabl 
to them. 


He has always taken an active interest in state and 
national canning industry affairs and has served on several 
important industry committees. It was during his term 
as president of the Minnesota Canners Association that 
100 percent membership was obtained. He is a_ past 
director of the National Canners Association, a past mem- 
ber of the Fruit and Vegetable Advisory Committee and 
served as chairman of the over-all Building Committee 
of the National Canners Association. This committee 
spearheaded the building program that culminated in 
the new headquarters home of the National Canners 
Association at Washington, D. C., and the new National 
Canners Association Research Laboratory at Berkeley, 
Calif. 

In accepting the nomination of chairman for the As- 
sociation Building Committee, Bill Dietrich wrote Carlos 
Campbell, secretary of the National Canners Association, 
saying: “Perhaps the only qualification I may have for 
this important committee assignment is that having moved 
into a new administration and research building ourselves 
early this year, I am thoroughly sold on the increased 
efficiency that comes along with good working facilities 
and conditions.” 

Digging into the assignment and developing a time 
schedule, he promptly arrived at the conclusion that 
the all-important first step was to find the money and 
to get strong committees to handle actual construction. 
Bill maintains his was a minor part in the work, but the 
buildings are in being as a reminder of a job well 
planned and done. 

The general switch from the 20-ounce No. 2 can to 
the 17-ounce No. 303 probably can be largely attributed 
to Bill’s faculty of analyzing data and appreciating their 
meaning. While looking at some census figures way back 
in the 1930's and observing the steady shrink in the 
size of the average American family, he concluded that 
if the No. 2 can was the proper size in the early years 
of the industry when the average family was five per- 
sons, a reduction to less than four persons per family 
called for a new container size. That he was right was 
proved by the popularity of the 17-ounce can and its 
now general use. 

Mr. and Mrs. Dietrich marked their 25th wedding 
anniversary this year. They have two children: a son, 
William Carl, 22, and a daughter, Dolores Jean, 18, 
both attending the University of Minnesota. The Dietrichs 
reside at Le Sueur, Minn. Their home on South Main 
Street overlooking the Minnesota River is a center of 
genuine hospitality. 

Hunting, fishing and golfing are Bill Dietrich’s favorite 
sports. He is one of the original members of the Sagan 
aga Trout Club, a group of canners and suppliers who 
have fished annually together for 22 years. His hunting 
and fishing treks have taken him all over the United 
States, as well as to Canada and Mexico, and _ include 
upland bird and migratory waterfowl game, as well as 
fresh and salt water fish. His performance on the golf 
links is of “presidential” calibre. He is also an avid ama- 
teur photographer, as his fine collection of slides taken 
on hunting and fishing trips and vacations will testify. 
Mr. Dietrich is a member of the Athletic Club, Inter- 
lachen Club, and Minneapolis Club, all of Minneapolis; 
and of the Town and Country Club, St. Paul, as well 
as the Le Sueur Country Club of Le Sueur. 

Looking ahead, Bill Dietrich is confident of a continual 
growth for the canned-food segment of the food industry. 
The various current activities now under way to give 
new merchandising recognition to canned foods, he be- 
lieves, will help. He knows the Green Giant team will 
be in there selling canned foods and pitching for their 
share of a growing market. 


FOOD PACKER 





Americans by the millions are moving to today’s new suburbs, with their invitation 
to easier, more casual living. Here you will find friendly neighbors gathered in 
unplanned and often, to the hostess, unexpected party groups. 

Ideally suited for this impromptu sort of entertaining are Tygart Valley glass packed 
foods . . . ready to serve almost with the first “Hello, there!” 

As in the past, you can best reach America’s great new markets with a 


well-designed eye-catching glass container. 


TYGART VALLEY 
___ GLASS COMPANY _ 


Washington, Pennsyivania 





ASGROW CANNER 


for whole small, diced or quartered beets 
* 

a very attractive variety, with rich 

deep red color throughout, fine 


texture and neat, strong tops 


SEED AVAILABLE FROM 
OUR 1954 CROPS 


ASSOCIATED SEED GROWERS, Inc. 


Breede nd growers of vegetable seeds since 1856 


Main office: New Haven 2, Conn. 

Atlanta 2 « Cambridge,N.Y. ¢ Indianapolis 25 e¢ Oxnard 
Exmore, Va. « Memphis2 e Milford, Conn. 
Oakland4 e Salinas ¢ San Antonio 11 
Asgrow Export Corp., Milford, Conn. 





Canning Glasspacking Freezing 


Every food item Mrs. Homemaker buys in a grocery store 
today reflects approximately 18.3% higher labor costs than in 
1951. And to deliver those products costs almost 80° more 
than in 1946. There’s little room for excessive profits in the 
keenly competitive grocery store competition. And there’s no 
profiteering among large food manufacturers, either—net 
earnings of 12 manufacturers were recently compared, re 
vealing that in 10 cases earnings are down compared to 1948 
One was up; one showed no change. Where, then, lies the 
answer? 


Pointing to the use of partial figures that distort the true 
picture, the American Institute of Food Distribution checked 
government cost-of-living foods. Of 39 basic items, 23 actually 
sell for less today than in 1951; 11 are higher. “But three of 
these are fresh fruits or vegetables, where the farm price is 
the controlling factor. Two are pork items, which went up 
because the farmer was getting record hog prices. One of 
the remaining six is coffee,” says the Institute, which contends 
that publicity about profiteering in the food trades is a “poli 
tical football” designed for an election year. Another factor 
to consider, according to the Institute, is government control 
of retailers’, manufacturers’, and wholesalers’ prices during 
the Korean War. There was no similar regulation of farm 
prices; hence, the middleman was forced to absorb the 
mounting costs. With peace, controls loosened and wer 
ended. Many retail prices caught up with the inflation that 
had been largely confined to the farm level, explains the 
Institute. 


A booming embryo industry—canned soft drinks—has hit 
the Dallas-Fort Worth area with the opening of the Mission 
Beverage Co. of Denton, Texas, Inc. Completion of a new 
plant at Denton initiated distribution throughout Texas and 
Oklahoma. Licensed under the Mission Dry Corp. of Los 
Angeles, the operation will feature a complete line of fully 
carbonated beverages in flat-top cans under the Mission nam 
Minimum of 115 million cans of beverage is predicted for the 
next year. Executives of the new company are members of 
the well-known Whitson family of Denton, for years success 
ful operators of the Whitson Food Products Co.: W. P. Whit- 
son Sr., chairman of the board; W. P. Whitson Jr., president 
W. D. Whitson, vp and sales manager; and Joe Nichols, secr 
tary. 


The Federal Trade Commission has affirmed a hearing ex- 
aminer’s initial decision ordering partial dismissal of a com- 
plaint charging 24 tomato processing companies with combining 
to boycott and destroy a cooperative association of tomato 
growers in Ohio, Mississippi, and Indiana. There were two 
charges dealing with price-fixing. One generally charged col- 
lusion to fix and establish prices to be paid by the respondent 
processors to growers for raw tomatoes. The other alleged 
that pursuant to agreement, the processors adopted a_ price 
leadership plan whereby they fixed prices they would pay 
growers. The complaint charged that certain large processors 
at times published their prices for raw tomatoes, and the 
other processors, pursuant to their mutual understanding, 
followed the prices announced by. the “leaders.” The Com 
mission held that there was not sufficient evidence of uni- 
formity of prices to indicate mutual agreement as charged 


Tri-State Packers’ Association’s board of directors has voted 
to charge each person attending its annual conventions and 
spring meetings a $10 registration fee if he is not connected 
with a member food packer or an allied industry firm which 


Mid-Month 


NEWS 
LETTER 


Sept. 15, 1954 


subscribes to association services. Special guests—speakers, 
government and university people, packers from outside the 
Tri-State area, and trade and public press—will not be asked 
to pay the fee. 


Amendment to the tomato catsup density standard has been 
approved by HE&W Secretary Hobby to permit substitution 
of corn syrup solids up to one-third of the weight of the 
added sugars of the product. The amendment will become 
effective Oct. 10 unless objected to by an “adversely affected 
person.” A spokesman for the NCA, which originally sub- 
mitted the proposal, said that the change is acceptable to 
canners. However, a sugar association 1s said to have pro- 
tested the original NCA petition on grounds that it would 
sanction an aduiteration of tomato catsup and establish a 
dangerous precedent for other food products for which 
present standards require use of sugar 


Total 1954 pack of red pitted cherries (in actual cases) as 
reported by National Canners Association is 3,011,041, down 
from 3,848,629 in 1953. Breakdown by container size (first 
figure indicates 1954 total, second figure 1953): 24/2 
871,488, 1,833,899; 24/303 (including small amount of 
24/300s)—1,040,090, 827,882; 6/10—1,095,463, 1,185,594; and 
miscellaneous—4,000, 1,254 Report on sauerkraut shows 
packers were holding 269,754 barrels (45-gallon) on Aug. 1, 
1954, as compared with 116,128 on Aug. 1, 1953. The re- 
port covers kraut in vats and canned kraut converted to 
barrels using 10 cases per barrel. According to the USDA 
Crop Reporting Board, on Aug. 1 contracted cabbage for 
sauerkraut was 100,700 tons as against 129,150 tons in 1953. 


Illinois Canners Association reports that its corn pack is 
in full swing with maturities bunching somewhat; average 
result probably will be about normal yields and quality 
Tomato pack is getting underway slowly due to rather unsatis- 
factory weather conditions. With good Septe mber weather, the 
pack will still be good Plans are well underway for the 
association's fall meeting Nov. 4 in Chicago. 


Plants canning peas in Wisconsin this year numbered 105 
compared to 112 in 1953, according to Wisconsin Canners 
Association. Case totals of canned peas for 1954 show Alaskas, 
3,350,322; early sweets (including Alsweet), 3,311,738; other 
sweets, 4,414,193. In actual cases, the pack showed a 10.76% 
decrease from 1953 Also in Wisconsin, the corn pack is 
running to high quality with good yields. Estimates on yield 
per acre range from 10% under to 10% over last year 
Green bean packing is tapering off. Total pack is reported 
ahead of last year, although several plants are behind last 
year . . . Beets may run about 40% below last year, partly 
due to heavy rains in June and a lower yield per acre, 
Planted acreage is about 16% below 1953 


Ladies’ Home Journal's successful ad series featured Hawai- 
ian Pineapple Co., world’s largest growers & packers of pine- 
apple. The ad, “The Success That Was Ripe For Packing,” 
appeared in Sept. 4 Saturday Evening Post and Sept. 7 Wall 
Street Journal. Like its predecessors, the ad was designed to 
emphasize the important part the Journal has played in help- 
ing build the success of the company. The core of Dole’s 
advertising to women has been through a color campaign in 
the Journal. 


Tomato Council, Inc. continues to grow as two Virginia 
firms bring membership to 72: Lancaster Canning Co., White 





Stone; and Caroline Packing Corp., Penola. Linwood C., Yates, 
TCI secretary, reports that two additional vice presidents 
have been elected by the board of directors: W. Allen Mark- 
ham, Markham Brothers & Co., Okeechobee, Fla.; and Joseph 
S. Gugino, Lawtons Canning Co., Inc., Lawtons, N. Y. 


Changes in standards for frozen green and wax beans have 
been announced effective Aug. 25, 1954. Definitions for “Cut” 
and “Short Cut” styles of beans have been revised by in- 
% inch to % inch the minimum length for “Cut” 


style, and the limitation for the maximum length of 75% or 


creasing from 


more of the units in “Short Cut” beans. Changes are also 
made in tolerances for “Mixed” style by eliminating the 
requirements with respect to small pieces 


A petition has been filed by manufacturers of monosodium 
glutamate to amend definitions and standards of identity for 
canned peas, canned green beans, canned wax beans, canned 
corn, canned field corn, and for canned vegetables other 
than those specifically regulated. The proposed amendment 
would include MSG as an optional ingredient for each of 
these vegetables, and would require the statement, “Mono- 
sodium Glutamate Added”, to appear on labels. Written 
statements in quintuplicate may be filed before Sept. 27 with 
the Hearing Clerk, Dept. of Health, Education & Welfare, 
Room 5440 H.E.W. Bldg., Washington 25, D. C. 


y 


Approximately 22% of the lineal feet of shelving will be 
allocated to canned foods in Red & White Corp.'s forthcom- 
ing new “Guide to Stock Placement in Red & White Food 
Stores.” Ray O. Harb, national sales service manager of the 
corporation, says that this allocation is exclusive of coffee, 


dietetic foods, shortening, canned beverages, cleansers, waxes, 
and insecticides, which would add another 8°% to the total 
Red & White will stage its annual “Trainload Sale” on canned 
foods next month. In connection with the sale, a 212-piece 


display kit is being sent to all stores, with display prizes be- 
ing offered to Red & White retailers. 


Financial News: Consolidated sales of H. J. Heinz Co. for 
the first quarter of the fiscal year ending July 28 were 
$56,278,407, 6° higher than the previous year Con- 
solidated Foods Corp. has declared a quarterly dividend of 
25¢ per share on common stock, and a regular quarterly 
dividend of 65%¢ per share on 54 cumulative preferred 
stock, both payable Oct. 1 to stockholders of record Sept. 17, 
1954. 


Industry Briefs: Chain Belt Co., Milwaukee 1, has opened 
three new district sales offices: 501 E. Morehead St., Charlotte, 
N. C., managed by Ray Traylor; 1720 Section Rd., Cincinnati, 
managed by Charles Stanton; and Moline, Ill., managed by 
Bruce Genzel Directors of Tobin Packing Co. have ap- 
proved sales of the company’s plant, property, and equip- 
ment in Estherville, lowa, to John Morrell & Co., Ottumwa, 
lowa. Tobin’s new plant in Rochester, N. Y., costing about 
$1 million, will be completed about Dec. | E. S. (Gene) 
McClure has joined the executive sales staff of American 


Colortype, Chicago Leon J. Fassotte, B. P. 1245, Leopold 
ville, Belgian Congo, is looking for manufacturers interested 
in introducing products on the Belgian Congo market on a 
“direct purchase” or commission basis Bernard A. Twigg 
has been appointed extension specialist in processing of 
horticultural crops at the University of Maryland 


Peter E. Fagan, assistant to the vp of the Pacific Metal 
Div., Continental Can Co., has retired after 25 years’ servic 
. Eureka Boiler Works, Eureka, Calif., has been appointed 
to sell and service materials handling equipment manufac 
tured by the Industrial Truck Div., Clark Equipment Co. 
Dole Hawaiian Pineapple Co., Ltd. will build a new 
plant in Honolulu estimated to cost over $3 million, to manu 
facture its own tin cans E. B. Huesmann, manager of the 
tinplate dept. at National Can Corp., died Aug. 15 after an 
illness of almost a year H. Sheldon Mader has resigned 
as sales manager of the Winorr Canning Co., Circleville, O 
to become sales manager of the Cincinnati Div., Lewis-Sellers- 
Smith Co., food brokers Marshall G. Munce, vp of the 
York Corp., has been elected to fill the unexpired 3-year 
term of J. R. Hertzler on the board of directors of the Air- 
Conditioning and Refrigeration Institute 


A four-year, $2,400 scholarship program has been estab- 
lished at Illinois Institute of Technology, Chicago, by the 
Corn Products Refining Co., New York Damage estimated 
at nearly $10,000 resulted from a fire Aug. 22 at the plant 
of the Prime Canning Co., North Collins, N. Y W. D. 
Hooper, executive vp of Hunt Foods, Inc., Fullerton, Calif 
has announced his resignation, effective Sept. 15, and_ will 
establish his own food brokerage busine SS In San Fran isco 

The J. Weller Co., Oak Harbor, O., is making availabl 
a $200 Ohio State University scholarship for a colle ge fresh 
man interested in horticulture processing. Applications may 
be sent to the College of Agriculture, Ohio State University 
Columbus Richard B. Farrar has joined the Harry V. 
Goodwin Co., food brokers of Buffalo, N. Y., in charge of 
their canned foods section with offices at 177 Niagara 
Frontier Food Terminal, Buffalo 6 


National Food Brokers Association has accepted the fol- 
lowing new members: Bay Brokerage Co., P. O. Box 47] 
Charleston, S. C.; Purvis & Co., P. O. Box 6207, Charlotte 7 
N. C.; Francis & Williams, 3003 Louisiana, Houston 6, Te 
and M. L. Underwood Food Broker, 330 S. Washington St 
Peoria 2, III Lucas Brands Foods has purchased a 20,000 
square-foot plant in New Bedford, Mass., for processing and 
canning a complete line of 28 items 

» © 2 . 
Transporting cherries in water from orchard to cannery has 
worked well for the Gem Canning Co., Emmett, Idaho. 
Portable water tanks and modern materials-handling equip- 
ment carry out an efficient RSP cherry operation for this 
company. Read the complete story in the October issue of 
FOOD PACKER. 
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